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GEARING INTO THE GIFT CAMPAIGN 


Distributor'’s salesman helps dealer set up window display to tie in with national electric housewares sales campaign 
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- SPECIFY 


get Beauty and Economy, too! 


Efficiency of highest order, to meet the most rigid standards of performance 
. economy in installation cost and operational expense, to stay within 
modest budgets . . . beauty of styling and material, to please the eye . . . all 
these are yours in Leader's NEW VARSITY fixtures. Don’t be satisfied with less! 
The strong downward distribution of light, combined with proper shielding, 
makes these fixtures the ideal choice for classrooms, offices, libraries . . . 


wherever “close seeing” is a constant requirement. 


SPECIFICATIONS 

Channel and end caps of steel, finished in white 
baked enamel. Translucent plastic side panels 
and free-swinging plastic louver which provides 
40° x 40° shielding. For two, three or four 40- 
watt lamps, or Slimline lamps in 72” or 96” 
length. Precision engineered throughout for su- 
perb efficiency. 


Sold and installed by better elec- 


9 JU ess 1:1 igi ppt tape 


LEADER ELECTRIC COMPANY ® 3500 North Kedzie Avenue ® Chicago 18, Illinois 
leader Electric—Western: 800 One Hundredth Avenue, Oakland 3, California 
Campbell-leader, Ltd.: Brantford, Ontario © Canada 











this SURE Protection... 
in ALL Standard Capacities 


Give all your circuits the safe and saving protec- 
tion of “economy ve..ay” Renewable Fuses. 


Then whenever you have an electric current “blow”, 
you instantly restore the fuse to its original effi- 
ciency by simply inserting an inexpensive “economy 
pe-tay” Renewal Link in the same cartridge. 

Takes only a minute or two; costs only a few 


cents!—And you Conserve Precious Brass and 
Copper. 


Your Electrical Wholesaler has 
“ECONOMY bE-LAY” Renewable Fuses 
and Renewal Links in stock. 


Ask for the Economy Catalog 
and Price List. 


® Reg. U. S. Pat. Office 


ECONOMY FUSE AND MEG. GO., 2717 cretnview ave, cnicnco 14, iLuinois seresseesazeyss.es 


ELECTRICAL WHOLESALERS —When you corry all stondord copacities of 
“ECONOMY DE-LAY” Renewable Fuses and Renewal Links in stock, you 
S770EWR get Profit PROTECTION, by moking Sales that might otherwise be lost. 
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fostine fos fone. 


MAGNETIC POLARITY CAP ng F : 
FOR INDICATION OF POLARITY 
OF D.C. SYSTEMS 





Plastic case designed to com- 
pletely house prods when tester 
is not in use. 


Two-hand testing with one prod 
inserted in receptacle. Notice 
complete visibility of scale. 


Lh 


a, 
| 
Leads drawnthrough receptacles 


for overhead testing. Notice 
complete eye-level visibility. 











SQUARE D VOLTAGE TESTER 
them ALLS 


PLAINLY MARKED, EASY TO READ, 
COLORED ETCHED SCALE —VISIBLE 
UNDER ALL LIGHT CONDITIONS 














OPEN FACE “NO FOG" WINDOW 
FOR VOLTAGE INDICATION 


ee NEW, MODERN DESIGN 


PLASTIC CASE 
WITHSTANDS 10,000 VOLTS 


30” HEAVY DUTY 
OIL-RESISTING 
RUBBER LEADS WITH 
SHARP STEEL-TIPPED 
INSULATED PRODS 


— 









“RUBBER PANTS” PROTECT 
LEAD CONNECTIONS TO TESTER 


HERE IS DESIGN LEADERSHIP IN ACTION... 


providing the most convenient, durable, safe, versatile tester 
in years! Positive voltage identification. No lamps to break or 
burn out. Only one moving part. So compact it can be carried 
in pocket—so rugged it can be carried in tool box without 
damage. No other tester gives you so many usable features. 


SQUARE D COMPANY CANADA LTD., TORONTO + SQUARE D de MEXICO, S.A., MEXICO CITY, D.F. 
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COMING NEXT MONTH 


@ The most comprehensive analysis of electrical 
wholesaling firms ever presented by this magazine 
The basic dimensions of distributing organizations 
—number of salesmen, special products departments, 
floor space, etc.—will be summarized by states and 
geographic regions as well as on a national basis 

@ A picture-and-text study of the cut-price selling 
problem as it affects your sales immediately and 
over a long period. 

@ An article by Ken Hopkins, Graybar’s advertis 
ing and sales promotion manager, on how salesmen 
can more effectively use sales literature 

@ The reinstatement of this publication's once fa 
miliar “Men You Should Know’ series, telling the 
success stories of prominent distributors 

@ A sales article that shows how close cooperation 
between home office and field salesmen can elimin 
ate “purchasing agent trouble.’ 

@ A photostory of an electric housewares sales 
clinic that was initiated by a wholesale salesman 
@ A guide to the selection of the proper fluorescent 
luminaire for various lighting applications 





THS COMPLETE LINE meets EVERY NEED FOR 
DRY TYPE — AIR COOLED 


TRANSFORMERS 


@ Name your transformer requirement, 

there's an Acme Electric design to do the job exactly. 

Whether the application is to eliminate double 
Design A — 1/ 10th to 2 KVA. Class 


wiring, distribute power at high voltage, provide Mg gas Te niece Bie A" 55°C insulation. Heavy duty, 
5 may be mounted vertically or 


3-wire secondary circuits, operate 120 volt equip- 
horizontally 


ment from power circuits, boost voltage, balance 
voltage or insulate circuits. Acme Electric dry type 
transformers provide an economical way of solving 


the problem. 


Available in capacities from 1/10 KVA to 167 KVA 
single phase and 9 KVA to 500 KVA 3 phase. a 


This capacity range meets the needs for 99% of mounting feet an integral part 
of housings may be installed 
vertically or horizontally. Class 





all applications. 


The all-steel construction results in more capacity “A" insulation 55°C temperature 
rise, 1 KVA to 10 KVA, 


per pound, greater efficiency and long trouble- 


free service. 


There are hundreds of sales opportunities where 
you can supply profitably Acme Electric dry type 
transformers. 


Aeme «ti}!> Fleetric 
Design G—Totally enclosed in shock 


ACME ELECTRIC CORPORATION proof steel case. For indoor or 
67 4 WATER ST. CUBA, N. Y. outdoor service. Wall or platform 


installation. Class “'B’’ insulation. 3 
KVA to 10 KVA 


DesignJ — Full 
enclosed, drip proof 
for floor or platform 
mounting. Class ‘'B’ 
insulation only, 80 C 
temperature rise. Up 
to 167 KVA. 


Design F— For three phase service. Enclosed type 
with drip proof covers. Class ‘B"’ insulation. Capacities 
up to 500 KVA 
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MIDGET SIZE 


provides “Plug in and 
Go” Power for smaller 
installations . 


Midget Size @ POWER PLUGIN 
Busduct is the ideal system of power dis- 
tribution for small machines and other sim- 


small pump motors on return lubrication 
systems. 


Midget Size ( POWER PLUGIN Busduct 


is only 31% inches wide and 2 inches deep 


ilar plant equipment 

Underwriters’ Laboratories approved, this 
modern system of power distribution pro- 
vides 60 amp., feeder capacity for 2, 3 or 4 
wire systems for 14 to 3 H.P., 240 volt 
moters, AC or DC with conventional type 
fuses and 714 H.P. maximum for motors 
with dual element fuses. 

The 2 and 3 conductor types provide 220 
volts single phase or three phase power to 
motors, while the 4 conductor type pro- 
vides single or three phase power for motors 
and 120 volts for machine illumination or 


in size. It is available in five and ten foot 
sections with plugin outlets every twenty 
inches thus permitting machines to be 
moved in and out of production lines with- 
out slowing down or delaying operations 
Special lengths and closer spacing of out- 
lets are also available for application on 
production benches and equipment. 
Contact your nearest @ representative, 
listed in Sweet's, or write for Bulletin No 
704, for further information on this econom- 
ical, flexible system of power distribution 


Frank e€dam Electric Co. 


P.0. BOX 357 ST. LOUIS 13, MISSOURI 


Mahers of BUSDUCT + PANRLBOARDS + SWITCHBOARDS « SERVICE 
EQUIPMENT + SAFETY SWITCHES + LOAD CENTERS + QUIKHETER 


Our 6Ist 
Year 
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FOR OFFSET NIPPLES, NO-THREAD FITTINGS, CONDUIT BODIES... 


GEDNEY 4/WAS/ 


WHEN YOU SELL Gedney Fittings you help ticles . .. quick and easy to install . . . made of 
your customers cut their installed costs and unbreakable malleable iron. Always feature 
save real money. For Gedney Fittings are al- Gedney Fittings and you'll really cash in. 
ways accurately machined and threaded . . . They're tops for sales because they're your 


smooth finished, with no burrs or metal par- customers’ best buy. 





TYPICAL OF THE FULL GEDNEY LINE ARE: 


Offset Nipples in sizes from 42" to 2”, with 
%" offset. Cadmium plated. 








A wide choice of No-Thread 90° Elbows for 
rigid conduit, and of No-Thread Couplings and 
Connectors for Sealtite* conduit — all cadmium 
plated. 


*Trede Mart ~The American Metal Hose Branch of The American Brass Co 





Conduit Bodies in a full range of types and 
sizes for heavy wall rigid conduit —hot dip 
galvanized. 











RKO BLDG. + RADIO CITY + NEW YORK 20 
Foundry, Factory and Shipping Point: Terryville, Conn. 





GEDNEY FITTINGS FIT 
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A DEPENDABLE 
SIGN... 


that America is expanding 


Thanks in great part to those who harness electricity and you 
who supply them, America is expanding rapidly in the face 
of world tension. 

As America strengthens its defenses, the YELLOW TRIANGLE 
REEL and the stack of Triangle conduit become more and 
more familiar sights. Engineers and contractors—demanding 
quality wire, cable and conduit—know that YOU CAN DEPEND 
ON TRIANGLE and on the ELECTRICAL DISTRIBUTOR. 


TRIANGLE CONDUIT & CABLE CO., INC. 


NEW BRUNSWICK, NEW JERSEY 


““Giazon"’ Building Wire - ‘‘Glazon’’ Non-Metallic Sheathed Cable - Controi Wire - Armored Cable - Service Entrance, Service Drop, Varnished Cambric Braided or Leaded, 
Trioprene Trench, Power & Parkway Cables - Bare Wire - Rigid Conduit Hot-Dipped Galvanized & Black Enameled - Electric Metallic Thin Wali Conduit - Flexible Steel Condylt, 
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Tuar's wHy, if your customers want a “special” in a 
hurry. a U.S. Rubber belt usually can be obtained without 
making a new mold. You get the fastest possible delivery 
of your specific belt. 

“U_S.” engineers will compound belts with special prop- 





Top rubber cushion in 
n neered balance with 


tant stretch and turn 


Equa-Tensil Cord Section 


gz its share * the load 


4 sturdy level cushion for the 
Fqua-T ( Section 
tural firmness for V-gr 

; i Wet 








A_COMPLETE DRIVE SERVICE 
MULTIPLE V-BELTS 
F.H.P. BELTS « SHEAVES 


FLAT BELTING AND BELTING 


SPECIAL PURPOSE BELTS 


UNITED STATES 


























erties to withstand conditions not usually found on the 
average drive—oil, high temperatures, generation of static 
electricity, to name but a few. 

“U.S.” V-Belts have practically no stretch. Before leav- 
ing the factory, the inherent stretch has been worked out by 
mechanical means. But sufficient elasticity is retained to 
enable the belts to withstand severe shock loads. Extra pull- 
ing power is gained by means of straight sidewalls, which 
grip the grooves for complete contact the full height of the 
belt. Protective jackets increase the grip while keeping out 
the dirt and prolonging life. 


Branch stocks are available in 23 strategically 
located cities across the country. For complete 
detailed information write to the address below. 


PRODUCTS OF 


RUBBER COMPANY 


MECHANICAL GOODS DIVISION + ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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wiring 


ELECTRICAL CONDUIT 


is flexible as rubber 


strong as steel 


and liquid-tight 


her 
€ 


Flexible Sea'tite t et wherever there vibratior here Liquid-tight Sealtite’« 


be of 


Here §S 


boxes 


Sealtite* saves money. It can be installed in a fraction of the time it takes to 
install regular conduit. For temporary installations—such as on construction jobs 
and processing plants—Sealtite is quickly installed and easily 

relocated. For permanent installations—Sealtite improves appearance and 
avoids expensive rewiring. Sealtite can be cut as you need it. It 

comes in all standard electrical fitting sizes. 

Increase your sales by meeting your customers’ needs for this flexible, 
liquid-tight conduit. Stock Sealtite. Bulletin C-201 is available for 
distribution to your customers. For your copies, write The American Brass 
Company, American Metal Hose Branch, Waterbury 20, Connecticut. 

In Canada: The Canadian Fairbanks-Morse Company Ltd. 622378 


Trademark | 


for flexible, liquid-tight electrical conduit .. specify 


an AnaconnpA propuct 
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ROYAL 
ELECTRIC 
WIRE 


has earned 


the confidence 





of users everywhere 
by uniform 


DEPENDABILITY 








for quality... 


SELL IT 
for profit / 


yn 





” on 


” , 
id 
q 


thru wholesalers 


ELECTRIC WIRES 

FUSES * WIRING DEVICES 

CORD SETS * TROUBLE-LITES 
CHRISTMAS LIGHTING 


ROYAL ELECTRIC CO., Inc. » PAWTUCKET, R. J. 
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CONTRACTOR \ Ke VE itis is excctly whot we 


1 can moke up any => x >! wanted, and it cost far 
combination right on the less than I'd figured. These 
job from a few basic ‘ — neat, compact switch panels 


ports. They're easy fo : —> give real convenience ond 
instoll ond wire too. A R C H | T E CT D, sove lots of steps 
Interchangeable Devices have 
helped build my reputation for 
better, more convenient layouts, 


and, in addition, they've simpli- 
fied my specification jobs. 


INTERCHANGEABLE 


WITH NEW UNILINE 


e 4 6 
Wiring Devices DESIGN PLATES 
MANUFACTURED BY THE ARROW-HART & HEGEMAN ELECTRIC COMPANY 


v 


\ ‘ 
AND You, will Trofet WHEN YOU 


PROMOTE THIS LINE 


(| 


. becouse Interchangeoble Wiring Devices moke it easy to 
meet each customer's every need. You can offer an almost un- 
limited variety of combinotions custom tailored from a few stock 
items better and greatly reduce your inventory problems at the 
same time. Talk to contractors and architects in your territory 
cbout the odvontages of Interchangeable Wiring Devices. Ask for the orders. 


For complete information about INTERCHANGEABLE Wiring Devices and all the other items 
in our complete line, send for our fully illustrated catolog. Write to: 

1604 Laurel Street, Hartford 6, Connecticut. 

Branches in: BOSTON, CHICAGO, DALLAS, DENVER, DETROIT, LOS 
ANGELES, NEW YORK, PHILADELPHIA, SAN FRANCISCO, SYRACUSE. 
In Canada: ARROW-HART & HEGEMAN (CANADA) LTD., MT. DENNIS, TORONTO. 




















HaRT HART & HEGEMAN DIVISION 


WIRING DEVICES Hsc«H THE ARROW-HART & HEGEMAN ELECTRIC CO. 


ENCLOSED SWITCHES 
\-HEGEMAN DIVISION HARTFORD 6, CONNECTICUT 
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oof man’s work 


ts his Cathedral 


Edwin F. Guth, Sr., has given fifty years of his life to his 
work with almost religious devotion. His efforts have been 


rewarded. 


His company, now celebrating its Golden Anniversary, is 
recognized as one of the leaders in the lighting industry. He 
has achieved fame for his contributions to the betterment 
of lighting. We at GUTH pause to honor this man who has 
shaped the past and future of our company. 


Thanks, E. F. Guth, Sr. And thanks to all of you who have 
been so wonderful to us during this past half-century. 


THE EDWIN F. GUTH CO. / ST. LOUIS 3, MO. 





SEELUX* 3-ring, open- 
ee ; ro 
...his deeds have made a 
99 Alzak louvres. 

us what we are today WYTEAINER the new 

ay idea for factory light- 

ing: white inside ond 

In devoting a half-century to his work, Edwin F. Guth, out. ee pe 

Sr., has built a record of accomplishments that stands cy a ae 


as a monument to his untiring spirit: 
ounded our company April 22, 1902. 
nvented over 150 patented lighting devices. 


esigned the world-famous BRASCOLITE. 


ntroduced the first “Packaged” Lighting Fixtures & GUTHLITE* swings down for easy main- 


for distribution through wholesalers. tenance. 43% uplight, 57% dowalght. 
esigned and manufactured cast bronze lighting 
equipment for many state capitols and other public 


buildings all over the world. 


roduced the finest reflector finishes as they were 





developed — Alzak Aluminum, Porcelain Enamel, 300° LITE-BLOX TROFFER comprehensive line 


— ~ » » — ribbo f light — U ; 
White, and Electroplated Finishes. eihoms of light super conrad 


ARISTOLITE* hinged glass panels swing 
aport for easy cleaning from floor, 


reated the famous GUTHFAN — the first improved 
fan over a 30-year period. 


esigned and manufactured lighting equipment 





through all stages of lighting development— Gas Fix- 
tures, Gas Mantles, Combination Gas & Electric, Car- 
bon, Gem, Tantalum, Tungsten, Mercury, Fluorescent, 
and Germicidal — from 1902 to the present. 


onored by the National Association of Manufac- 
turers which named him, “A Modern Pioneer on the 


Frontier of American Industry”. : 
HIGH-BAY 


THE EDWIN F. GUTH CO. / ST. LOUIS 3, MO. 


GLASS ALZAK 


INDUSTRIAL INCANDESCENT 
reflectors for better light contro! at the 
working plane 


* ® ond Patents Pending 





f AN 











UL Approved x i ACH 


THESE YOUR PROBLEMS? HERE’S YOUR ANSWER! 


Not enough space O.Z. is the simple, depend- 
No room for wrench able way to couple conduit. 
Hard to get at Just butt the conduit ends 
Conduits can’t be turned within the opened O. Z. Split 
Coupling, tighten two nuts 
and you have a permanent 

joint. 





Interior Threading — meshes with 
condyit threading for a rigid close- Low Price — simple, one-piece mal- 
fitting connection leable iron construction assures low- 


priced, high-quality product 





Low Installation Cost — simply slip 
over conduit ends and tighten nuts 


to close fitting. Bolt head is held in 


place by coupling shoulder 


ELECTRICAL 
MANUFACTURING 


COMPANY, INC. 


262 BOND STREET BROOKLYN 2.N.Y 


Available for conduit sizes ranging 


from '2” to 5” 


@ 8192 


Your local O. Z. distributer is ready now to serve you from stock. 

Get in touch with him for further information on the complete, 
dependable O. Z. line of electrical fittings. 

CONDUIT FITTINGS +» CABLE TERMINATORS + GROUNDING DEVICES 

CAST IRON BOXES + SOLDERLESS CONNECTORS - POWER CONNECTORS 
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“ModerN-lte... noreow 


FLUORESCENT FIXTURES 


eee TODAY! 


HARVARD SERIES 


Mo inate EW design, new beauty, new lighting efficiency . . . in a series 
i iaatel She ted Rates of commercial fixtures so versatile in their functional design 
ge nae penelec am that they fit into any type of installation for offices, 

ee schools, stores, institutions, ete, 


i teje) ii 
NO. H-24P-496-4 


A Wide Range of New 
Commercial and Industrial Units 


You'll find Modern-Lite one of the most COMPLETE lines of 
Fluorescent and Slim-Line Lighting fixtures ever designed and 
manufactured by one company; a single source for ALL of your 
needs. With our own steel fabricating, finishing and 

assembly plants we have many resources and advantages which 
we are happy to pass along in the form of service and 

price benefits to the distributors of Modern-Lite products, 


MODEL 
NO. H-24M-496-4 


eries Peeluls 96 


See us at the Fourth International 
Lighting Exposition, Booths 414—415. 


MODERN LIGHT & EQUIPMENT CO. 


3812 S. WABASH AVE., CHICAGO 15, ILL. 


PeRserasseensnessesasneausesnsesenseg 


Modern Light & Equipment Co 
3812 S$. Wabosh Ave., Chicago 15, Il! 


Gentlemen: Please send us your new Modern-Lite catalog and 
illustrated price book 


Firm Name 
Address 
a — Zone 


By 





(Individual Nome and Title) 


NATIONAL DISTRIBUTION THROUGH LEADING ELECTRICAL WHOLESALERS 
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wan rwo FMT ee 


THAT ARE EASIER TO USE- 
SAVE MONEY TOO! 








Easier to use and neater in 
appearance, Briegel All-Steel 
Indenter Fittings not only make 
stronger connections but also 
make each job more profitable 
Contractors the world over 
recognize their cost cutting 
qualities and the fact that they 
make each wiring job a better 
job. It is only natural that 
Briegel Fittings are the most 
widely used E.M.T. connectors 


and couplings. 


| METHOD 
a “Tal T00L 
sa C0. 


GALVA, *® ILLINOIS 


Cross Section 
Showing 
indentations. 








The M. B. Austin Co., Northbrook, Ill Clayton Mark & Co., Evanston, Ill Clifton Conduit Co., Jersey City, N.J 


General Electric Co., Bridgeport Conn.; The Steelduct Co., Youngstown, Ohio; Enameled Metals, Pittsburgh, Penn 
Wagner Moalleable Products Co., Decatur, Ill.; Kondu Mfg. Co., itd., Preston, Ont 
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Reduce inventories, cut costs, with new 
BullDog Vacu-Break Safety Switch Line 


New BullDog Master Line cuts out duplication. Only 37 Type A 
switches now let you fill any Type A, C or D order at C prices! 


More profits! Less investment! Easy handling! 
These and other benefits are yours with the 
new, standardized, streamlined BullDog Vacu- 
Break Master Safety Switch Line. Now, only 
37 nonduplicating Type A switches fill any 


you reduce inventories, save space, cut costs 
And, because they are mass-produced and 
standardized, these Type A switches sell at C 
prices—a value unmatched anywhere. Check all 
the tremendous advantages this new line offers 


you, below. Then, stock and sell the new, stand- 
ardized BullDog Master Safety Switch Line 


possible A, C or D requirement. They replace 
hundreds of eonfusing catalog numbers, let 


SAVES YOU TIME, MONEY, EFFORT 





New Versatility . . . only 37 Type A devices fill any 
A, C, or D application. Each switch replaces any one 
or several formerly stocked! 


Lower Inventories . . . fewer items to stock; a more 
balanced inventory with less investment! 





Savings in Space . . . no duplicating items to tie up 
storage spacel 


Simple to Handle . . . only 37 catalog numbers 
instead of hundreds. Less time wasted filling orders 
from long, confusing catalog lists! 


PLENTY OF SALES APPEAL, TOO! 
Low Price . . . a Type A switch at Type C prices! 


Easy Installations . . . simplified mounting, any- 
where. Ample knockouts and generous wiring space 
save time, materials! 


Top Performance self-aligning Clampmatic 
Contacts give unmatched quick, positive, bolt-tight 
connections! 


Less Maintenance . . . Exclusive Vacu-Break pro- 
tection practically eliminates burned or pitted 
contacts. 


Greater Safety . . . Vacu-Break chamber smothers 
arcs instantly, protects against high contact tem- 
peratures. 


High Quality . . . listed by Underwriters’. Quality- 
engineered and -built throughout! 


For full details on this revolutionary safety switch line, write 
BullDog Electric Products Co., P.O. Box 177, Detroit 32, Mich. 





BULLDOG ELECTRIC PRODUCTS COMPANY 


DETROIT 32, MICHIGAN ¢ FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTC 


PIONEERS IN FLEXIBLE ELECTRICAL DISTRIBUTION SYSTEMS 


©) BULLDOG 


1902-1952 .. . SERVING INDUSTRY FOR SO YEARS WITH FINER ELECTRICAL PRODUCTS 
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This Bulletin On 


CRESCENT 
IMPERVEX 


TRENCHCABLE 
TYPE RR 


. contains much information of value to 
the men who buy and install this type of 
wire and cable. For example, this page shows 
how to determine the proper size cable to 
use under various conditions. It gives a com- 
plete description of the high quality ma- 
terials which go into the manufacture of 
this cable- 


SEND FOR BULLETIN 492 


—= A 
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- 
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CRESCENT IMPERVEX TRENCHCABLE — TYPE RR 


The use of this multi-conductor cable in place of multi-conductor lead-covered or parkway 


cable not only will show substantial savings in the initial cost, but because of its light weight 
and ease of installation, splicing and terminating will result in installation economies also. 





For single conductor cables and for circuits requiring only two conductors, use CRESCENT 
IMPERVEX TRENCHWIRE. Send for Bulletin No. 491. 


CRESCENT © 


WIRE & CABLE 


CRESCENT INSULATED WIRE & CABLE CO. — TRENTON, N.J. 
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With the introduction of the Models “1200” and “600” for indus- 
trials, utilities and contractors, Amprobe widens its leadership in 
the snap-around volt-ammeter field. 


Hand these 2 superb instruments to your customer. He will quickly 
recognize the advanced engineering that makes the “1200” and 
“600” more dependable, more versatile, safer, easier to use and 


easier to carry than any other snap-around high-current meter. 


Priced “right” too: $67.50 for the Amprobe “1200”, $59.50 for the “600”, 
complete with leather case and test leads. And backed by the heaviest 
advertising campaign in Amprobe history! Pyramid Instrument Corp., 
Lynbrook, New York. (export D on: 458 Broadway, N. Y. C. Cable: Mo 


AMPROBE* 


the only pocket-size snap-around volt-ammeter 


new 1200 amp. AMPROBE_ 


WRITE TODAY: Dept. J42 


Pyramid Instrument Corp. 
Lynbrook, New York 


Send Bulletin No. 128, describing 
new Amprobe Models “1200” and 


Send 16-page manual of time 


saving uses: “Servicing with the 


eee ee ee ee 
eee te t.ho eee 
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the Accents on 


QUALITY — 





...50 Lever Brothers selected quality -controlled 


‘Srrints CENTRAL CONDUIT 
to protect electrical lifelines 


fn the most modern soap and shortening plant in the the « 


onduit that’s quality-controlled so it is always 
world recently dedicated in Los Angeles County —the 


form in every way, always free from defects 
emphasis is on product quality, as in all Lever Brothers Wherever reliability is a must 


easier, faster installa 
Company factories. 


tion important—outstanding architects, contractors 


ind 
Every part, every machine, was selected with the greatest owners 


specify conduit by Spang Appre ved bv the 
care to eliminate interruptions that might affect the exact, National Board of Fire Underwriters 
careful blending of raw materials. Electrical lifelines, for the National Electrical Code 


instance, are safeguarded by Spang “Cenla o”” Conduit 


ing witl 
79 it i Male elle tor he tler 


protection of electrical circuits. 


Owner 

Lever Brothers Company SPANG-CHALFANT 
Designers and Builders f, Division of The National Supply Company 

The Bechtel Corporation z 

GENERAL SALES OFFICE 

Electrical Engineering H = 

The Bechtel Corporation GRANT BUILDING. PITTSBURGH 30. PA 
Consultant Architect S ‘ Dist 


rict Offices and Sales Representatives 
Welton Becket and Associates 


in Principal Cities 
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AT THE 4th INTERNATIONAL LIGHTING EXPOSITION. 
CLEVELAND, OHIO BOOTH No. 254 


JIFFYLITE... 


ABolite introduced for industrial and commercial use the first Jiffy- 
lite ... an all-purpose unit which fits into any standard socket and 
provides an abundance of light, directed where you want it ...no 
fuss ...no bother. Of course, Jiffylite has the popular ‘Whiter 
than White” lifetime porcelain enamel finish. 


PROTECTO-REFLECTOR ... 


During the past several years the manufacturers of ABolite Lighting 
have set the pace for ‘*firsts’’ in the industry. The ABolite Protecto 
Reflector, using the General Electric R-52 lamp, was a pioneering 
step forward in the protection of hot lamps against water damage 
and dirt fogging and constantly improving reflectivity. 


FARM UTILITY OR BROODER LIGHT... 


The design and construction of this new *“*ABolite First’’, a versatile 
Farm Utility and Brooder Light, was widely accepted in rural areas, 
where a serviceable, all-purpose farm light can serve, not only in 
brooding houses but many other general uses on the farm, 





YARDLITE... 


The new ABolite Yardlite, complete with reflector mounting pipe, 
elbow and bracket, is ideal for outdoor installations and can quickly 
be adapted to indoor use with a simple mounting plate. Its applica- 
tion for areaways, garages, attics, driveways, and many industrial 
or commercial uses, offers maximum utility. 
GENERAL... Filion ™ 
- ‘ ; , . , ’WHITER* 
ABolite manufactures a complete line of industrial, commercial, floodlighting, by THAN * 
farm and home lighting equipment. ABolite is first with the finest in design ’ : 
. 
and construction in the incandescent lighting field. _ WHITE . 





~ 


iL——\ 


RLM STANDARD DOME SHALLOW DOME SYMMETRICAL ANGLE DUO-MOVE SYSTEM GLASS STEEL DIFFUSERS MERCURY VAPOR UNITS 


SOLD ONLY : 
THROUGH = tH OL 


























ITE 
ELECTRICAL = ol ighting DIVISION 


WHOLESALERS 


THE JONES METAL PRODUCTS CO., West Lafayette, O. 
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To get efficient fluorescent lighting 
eee insist on 





There’s more to satisfactory fluorescent lighting than lamps 
and a reflector. There’s always a ballast in the fixture... 
and the way it performs determines whether you'll get fu// lamp life, 
rated light output and satisfactory performance. 


Only CERTIFIED BALLASTS carry the shield that assures best lighting. 
That’s because CERTIFIED BALLASTS are made to precise 
specifications, then tested by Electrical Testing Laboratories, Inc., 
which certifies they conform to these high standards. 


There’s no excuse for inefficient, unsatisfactory fluorescent lighting when 
CERTIFIED BALLASTS are available. 


Be sure every fixture you get has CERTIFIED BALLASTS . . . the ones 
with the shield. 

@ Complete information on the types of CERTIFIED 
BALLASTS available from each participating manufac 

turer may be obtained from Electrical Testing Labora- 
tories, Inc., East End Ave. at 79th St., New York, N. Y. 
Participation in the CERTIFIED BALLAST program is 
open to any manufacturer who complies with the require- 


ments of CERTIFIED BALLAST MANUFACTURERS 


Pe 
/ FRTIFIED BALLAST MANUFACTURERS 


, Makers of Certified Ballasts for Fluorescent Lighting 








2116 KEITH BLDG., CLEVELAND 15, OHIO 
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@ The I-T-E Circuit Breaker Company 
is now appointing distributors for its com- 
plete line of enclosed, low-voltage air 
circuit breakers. 


With circuit breakers playing an in- 
creasingly important part in the protec- 
tion of lighting, power, and distribution 
circuits, qualified wholesalers are taking 
advantage of the famous I-T-E name, 
backed by national advertising. They are 
increasing profits by handling the elec- 
trical industry’s leading circuit breaker 


line. I-T-E makes it possible for the 
independent distributor to have a line of 
breakers for every application, indoor and 
outdoor, 10 to 1600 amperes, up to 600 
volts a-c, up to 250 volts d-c. 


You can get the complete story on an 
I-T-E distributorship by consulting the 
classified telephone directory for the name 
of the nearest I-T-E representative and 
contacting him. Or, write the I-T-E 
Circuit Breaker Company, 19th and 
Hamilton Streets, Philadelphia 30, Penna. 


GET THE SPEEDFAX CATALOG! 
It covers prices, technical data, descrip- 
tions, and dimensions on low-voltage 


air circuit breakers. 


enctoseo LOW VOLTAGE 


1-T-E CIRCUIT BREAKER COMPANY, 19th AND HAMILTON STREETS, PHILADELPHIA 30, PA. 





5 FROM 


BREAKER 
pokes LINE 


THE COMPLETE |-T-E 





Individy, 


breaker. 7 


Ces 


AIR CIRCUIT BREAKERS 


CANADIAN MFG. AND SALES: EASTERN POWER DEVICES, LTD. TORONTO + EXPORT SALES: PHILIPS EXPORT CORP, NY 17, NY 





lackhawk 
Jadustries FITTINGS AND FIXTURES 


Blackhawk Connectors 


Top quality all the way through 
for profit-building repeat sales 


Look at these features that make Blackhawk Connectors 
the best on the market. Made from special cast alloy, 
they’re strong, durable and will not rust. Precision fin- 
ished with full positive threads. Formed steel clamp 
and solid steel locknut with positive locking feature are 
heavily zinc plated. Full length filister head tapered point 
screws make installation quick and easy. Size 34” for 
1/,” K.O. Max. I.D. 9/16”, Min. 1.D. 5/32”. Push Black- 
hawk Connectors today and every day. Once your cus- 
tomers have tried them, they'll be back for more. 


BLACKHAWK No. 470 BLACKHAWK No. 425 


For use with “ABC” cable or flexible conduit. For use with non-metallic sheated cable, portable cords, 


Hos occurote red head stop. loom, or armored ground wire, 


Immediate Delivery from Adequate Stocks to Electrical Wholesalers Only. 
Write for Free Catalog. 


WHEN YOU BUY ASK FOR B-I 
Bledel? BLACKHAWK INDUSTRIES vusuaue, iowa 


. Sill Pletes . Locknuts ond Bushings . Wire Holders 


Ent Cable Fitti . Staples . Yard Lights 
ndustries Peasesssedh Goncete = Cable ‘oad Conduit Straps . Connectors . Box Supports . Conduit Entrance Cops 
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You can’t eliminate rivets on a bridge 
without weakening the structure. Ad- 
vance rivets Fluorescent Ballast cores to 
insure “Bridge-Type” construction, for a 





longer life . . . and a quiet one. 


RIVETED 8 TIMES 
for 
QUIET PERFORMANCE 


Completely protected 
vibration and bal- 


proi 

process of “Vacuum-Im- 
pregnation” for a 

seal against moisture. 


CERTIFIED 


s TRANSFORMER 


Abe BE, allo uy CABLE ADDRESS: 


ADTRANS 
1122 W. CATALPA AVE., CHICAGO 40, ILL., USA, 
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NOW... revolutionary new AC 


Amazingly smaller to match motor control cases, size for size 


These two safety switches 
have the same h.p. ratings 
as AC Motor Circuit Switches 





PE LEA Bl ER 








Order your Cutler-Hammer AC Motor-Circuit Safety Switches by Catalog Number 


575 VOLTS AC—FUSIBLE 
CATALOG NO. 


230 VOLTS AC—FUSIBLE 
FUSE CLIPS POLES CATALOG NO. P. FUSE CLIPS POLES 





30A 
60A 
100A 
200A 
30A 
60A 


3 





4110-H301 
4110-H302 
4110-H303 
4110-H304 
4110-H401 
4110-H402 
4110-H403 
4110-H404 





30A 
60A 
100A 
200A 
30A 
60A 
100A 


4110-H311 
4110-H312 
4110-H313 
4110-H314 
4110-H411 
4110-H412 
4110-H413 
4110-H414 











Motor-Circuit Safety Switches 


Amazingly better to match 
dependable performance 
of motor control 


Motor-circuit safety switches, invariably much 
larger than the motor control enclosures with which 
they have been used, have long created difficult 
installation problems. Even when space was avail- 
able, their bulk and weight made mounting difficult 
and the much larger size in such close relation to an 
associated control enclosure, detracted from appear- 
ance. Cutler-Hammer engineering has ended all this 
as far as AC motors are concerned. The new and 
exclusively Cutler-Hammer Bulletin 4110 line of 
Horsepower Rated AC Motor-Circuit Safety 
Switches matches safety switch and motor control 
in size, convenience, and dependability. Available 
now in ratings from 3 H.P. to 30 H.P., 3 or 4 poles, 
for 230 Volts AC ... and in ratings from 72 H.P. to 
50 H.P., 3 or 4 poles, for 575 Volts AC. Inspect these 
better switches now and see their many features. 
Front side operated. Quick make and break. Simple 
release cover-interlock. Provision for 3 padlocks in 
“OFF” and | padlock in “ON” positions. Unit pole 
construction. Non-welding butt type totally en- 
closed sintered silver contacts. Silver plated current 
carrying parts. Positive-pressure type fuse clips. 
Solderless connectors. NEMA 1 enclosure. Complete 
switch assembly on panel removable for easy instal- 
lation and wiring. Adequate and convenient knock- 
outs. Cutler-Hammer quality and advanced engi- 
neering at no extra cost. Order by catalog number 
as shown in table. These switches have no substitutes 
even remotely comparable. Your Cutler-Hammer 
Authorized Distributor can supply you. 
CUTLER-HAMMER, Inc., 1327 St. Paul Avenue, 
Milwaukee 1, Wisconsin. 


The *‘works'’ come 
ovt, as a unit, 
simply by remov- 
ing 4 screws. Re- 
movable mounting 
base and conven- 
iently located 
knockouts make 
installation easy 
and quick. All 
parts readily ac- 
cessible. 
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SIZE COMPARISON 


THREE POLE SWITCHES 
Typical Safety Switch 575V 200A 
Saving in inches 
Saving in percent 
Typical Safety Switch 230V 200A 
Saving in inches 
Saving in percent 
Typical Safety Switch 575V 100A 
Saving in inches 
Saving in percent 
Typical Safety Switch 230V 100A 
Saving in inches 
Saving in percent 
Typical Safety Switch 575V 60A 
Saving in inches 
Saving in percent 
Typical Safety Switch 230V 60A 
Saving in inches 
Saving in percent 
Typical Safety Switch 575V 30A 
Saving in inches 
Saving in percent 
Typical Safety Switch 230V 30A 


Saving in inches 
Saving in percent 


WIdTH 


15%” 


4%” 


30% 


15%" 


4%” 


30% 


12%” 


04” 


AREA 


HEIGHT $Q. IN. 


32 Sg is 497 


14%,” 
45% 


30%” 











made through 


{1] Distribution is 
normal channels. 

[2] Installation is 
be done by any electrician. 
“ACUSTI-LUMINUS CEIL- 


contractors and servicemen are 


simple, and can 
Additional 
licensed 
ING” 
constantly being added. 

[3] Each “ACUSTI-LUMINUS 
CEILING” is carefully engineered to 
required maintained footcandle deliv- 
ery, by a specially trained engineering 
staff. Each is carefully blueprinted 
for proper installation 

[4] ACUSTI-LUMINUS CEILINGS 
are sold with guaranteed cost mainte- 
nance, surprisingly economical. The 
“LUMI-PLASTIC” used in ACUSTI- 
LUMINUS CEILINGS is mechani- 
cally washed, scrubbed and redestati- 
cized in patented mechanical washing 
machine for 3¢ per square foot. 

[5] An additional advantage is a 
guarantee service policy on all main- 
tenance cost and life of “LUMI 
PLASTIC”, lamps, and all other com 
ponents 

{[6] ACUSTI-LUMINUS CEILINGS 
are very low in cost. Most vary from 
$1.00 to $2.50 per square foot, de- 
pending on footcandle delivery, acous- 
tical correction, type of lamp system 


used. They are quoted, all components 


Being more or less a new practice; 
to good lighting, 


a better way 
there are many questions to be 


answered in the trade. 


complete, with lamps. Installation is 
becoming standardized as to cost and 
has averaged 50¢ per square foot. 

[7] Each “ACUSTI-LUMINUS 
CEILING” is quoted with absolute 
protection for the party responsible 
for the sale. All quotes emanate from 
one point. Confusion on national ac- 
counts is thus avoided. 

[8] ACUSTI-LUMINUS CEILINGS 
are remarkable, because they provide 
a new pearly white washable ceiling 
at desired height, that conceals ducts, 
pipes, bad ceilings, beams, ete. Ex- 
cellent washable acoustical correction, 
glareless, high footcandle illumination 
equal throughout entire space. 

[9] Full Underwriters’ Laboratories 
approval on both LUMI-PLASTIC 
and entire system. No change in fire 
rates even under sprinkler systems 
[10] Early distributors have enthu- 
siastic, pleasant experiences. We can 
refer you to them. We are attempting 
to restore good lighting to a good 
profitable business. 

[11] ACUSTI-LUMINUS CEIL- 
INGS provide two great advantages. 
You can add more footcandles when 
wanted. You can add more acoustical 
corrections when desired. 

[12] Our trained lighting engineers 


est, or 


most territories, to 
ACUSTI-LUMINUS 


are available in 
help you sell 
CEILINGS. 

A letter expressing your inter- 
further questions will receive 
our prompt reply. 





So NEW that it was too late to 
make the 4th International Lighting 
Exposition, but can be seen at... 
CLEVELAND INDIANS LOCK- 

ER ROOMS (BASEMENT OF 

AUDITORIUM) 

PUBLIC PHONE 

FLOOR LOBBY OF 

RIUM) 

DOAN ELECTRIC CO. OFFICE, 

725 HAMILTON AVENUE (1 

BLOCK FROM AUDITORIUM) 

To inquire about territorial dis- 
tribution or franchise of Acusti- 
Luminus Ceilings visit us at the 


BOOTHS (list 
AUDITO- 





Hotel Auditorium Room 1028 across 
the street from Auditorium. 








NO NOISE e NO GLARE 
EVEN LIGHT EVERYWHERE 


LUMINOUS 
CEILINGS INC. 


2500 W. NORTH A 
CHICAGO 47, mL 
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ALL-STEEL EQUIPMENT Inc.—soo Kensington Ave., Aurora, Illinois 
""A BOX FOR EVERY NEED" 
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APPLETON in the specifications 
MEANS 





One RELIABLE Source for EVERY 
Electrical Wiring Requirement 


The above specifications are from a recent bank building job— 
a job that called for lasting dependability, first quality through- 
out, Appleton fittings were specified because they’re precision 
engineered to meet requirements—made to highest standards in 
Appleton’s own foundries and fabricating plants. 

Whether it’s a simple installation or an intricate system of 
wiring for a highly hazardous location, you'll find the exact 
fittings required in the 15,000-item Appleton Line. 

Skilfully designed for fast and easy installation, Appleton 
fittings provide top performance in any type of electrical con- 
struction or maintenance. For faster completion of better jobs, 
specify Appleton, STANDARD FOR BETTER WIRING. 


Sold Through Electrical Wholesalers 


APPLETON ELECTRIC COMPANY 
1734 WELLINGTON AVENUE * CHICAGO 13, ILLINOIS 


Field Engineers: NEW YORK, 50 Church St. © DETROIT, 3049 E. Grand Blvd. © CLEVELAND, 1836 
Euclid Avenue ¢ SAN FRANCISCO, 655 Minna St. © ST. LOUIS, 227 Frisco Bldg. © LOS ANGELES, 
1 N. Santa Fe Ave. * ATLANTA, 724 Boulevard,N.E. © BIRMINGHAM, 809 Brown-Marx Bidg. 
MINNEAPOUS, 305 Fifth St. S. © PITTSBURGH, 414 Bessemer Bidg. © BALTIMORE, 100 E. Pleasant 
Street * BOSTON, 10 High Street * DENVER, 1921 Bloke Street © PHILADELPHIA, 2013 Locust Street © 
CINCINNATI, 608 American Bidg. ¢ HOUSTON, 717 M. & M. Bidg. © HAVANA, Cuba, Malecon No. 9 
BINGHAMTON ¢ DALLAS ¢ INDIANAPOUS * KANSAS CITY © ORLANDO © MILWAUKEE @ 
NEW ORLEANS ¢ SEATTLE © PORTLAND, ORE. 


| Standord Electric Corp. 67 Broad St, New York 4, N. ¥. 











Export Rep 


CONDUIT FITTINGS + LIGHTING EQUIPMENT + OUTLET AND SWITCH BOXES + EXPLOSION-PROOF FITTINGS + REELITES 











STEEL AND ALUMINUM EASING e Steel supplies are continuing to ease. A marked im- 
provement in structural shapes is expected later this year. The Government has decided 
against more expansion of aluminum capacity this year, and has delayed a decision on 
a long-term contract for Canadian aluminum. Officials fear the current softening of 
aluminum supplies will leave them with all the metal they can handle. (See page 103 
for additional details. ) 


COPPER SHORTAGE e Copper is still tight. However, the big debate on whether the coun- 
try faces a severe shortage for an indefinite period has been settled. The answer, says 
DPA, is that supply and demand will be in balance by 1955. This is what copper 
producers had been saying, in vain, for months. Defense mobilizers had insisted there 
was no end to the shortage in sight. But despite the favorable future prospect, copper 


supplies are likely to get somewhat shorter later this year. The Government has empha- 
sized that restrictions on the use of copper will out-last those on steel and aluminum. 
The copper shortage was highlighted by IMC’s allocations last month. The international 
organization, which recommends distribution of critically short materials for the free 
world, cut its second quarter copper allocations 21,000 tons below the first quarter's 
NPA allocated less refined copper to wire mills in April than in March. Brass mills, 
however, received more than in the previous month. Wire and cable manufacturers 
bitterly protested the disparity in the allocations at a meeting with NPA. They said 
their allocations are “substantially less than the amount required to meet defense require- 
ments and a minimum of civilian needs.” The wire makers recommended an immediate 
withdrawal from the stockpile to meet the needs created by the power expansion program. 


MORE METAL FOR ELECTRICAL EQUIPMENT e¢ NPA’'s electrical equipment division re- 
ceived more steel, copper, and aluminum for third-quarter allotments than were allocated 
during the previous three-month period. Steel jumped from 583,047 tons to 594,650; 
copper, from 158,770,000 Ibs. to 168,200,000; aluminum, from 29,831,000 lbs. to 
34,000,000. 

Heavy power equipment—transformers and switchgear, in particular—will be the 
major beneficiary of the heftier allotments. But there will be more steel for rigid conduit, 
too. 

Allotments for electrical interior distribution equipment are sufficient to meet needs 

of expanding construction, NPA believes. The agency says building is no longer being 

hampered by lack of electrical equipment. 


CONSERVATION e Standardization, substitution, and simplification possibilities to conserve 
scarce materials have been exhausted in the electrical equipment field, defense produc- 
tion planners now believe. They admit that new conservation orders of this type would 
be practical. The ambitious conservation techniques adapted by the industry during 
World War II have been maintained. Only specific order aimed at electrical equipment 
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makers, which has been issued by the Government since the outbreak of the Korean 
war, is the limitation on the use of copper in electrical lighting fixtures to functional, 
current-carrying parts. 


WHOLESALERS’ INVENTORIES ¢ Government reports show that electrical equipment in- 
ventories in the hands of wholesalers are now generally normal. Inventories of lighting 
fixtures, fuses, switches, outlets, boxes, and electric metallic tubing are even big. 


HOMEBUILDERS’ BIG YEAR e This year is going to be another big housing year—with 
probably as many housing starts as in 1951 when 1,094,000 were recorded. This is the 
consensus of a national survey of homebuilders made last month by McGraw-Hill 
reporters. 

This optimistic picture contradicts the gloomy estimate of only 800,000 housing 
starts for the year. Major factor in the new estimate: materials are no longer a problem. 
NPA has increased the quantity of steel builders are allowed to buy on their own author- 
ization by 500 pounds per dwelling unit—raising it to a new level of 2,300 pounds. 
The agency also eased restrictions on copper wiring and removed limitations on home 
size. 

Homebuilders disclosed that construction will swing more to the lower-price range, and 
that costs aren't going to come down. Any price-cutting will have to come from profits, 
they said. Financing was cited as the lid on housing expansion. Builders said that, although 
they could build any number of homes, they weren't sure they could sell more than 1 
million. If the builders can persuade the Government to loosen up on mortgage money, 
their problems would be alleviated. They feel that there's more than an even chance that 
credit controls may be relaxed, particularly if business gets so bad that new houses go 
begging. 

In recent testimony before the Senate Banking and Currency Committee, NAHB 
President Alan E. Brockbank urged that all real estate credit controls be removed. He 
said unnecessary controls were preventing low income families from buying homes, due 
to the heavy cash down payments required. 

Brockbank pointed out that lenders are exerting an automatic braking action on any 
possible housing inflation through curtailment of mortgage funds. He, too, pointed up 
the problem of finding customers in coming months, and said Regulation X stops small 
wage earners from buying homes of their own. He said there is no inflation in mort- 
gage credit, and that the loosening of credit terms on houses up to $12,000 would 
not increase the volume. Tight mortgage money is the blame, he asserted, and continua- 
tion of credit controls in any price bracket is worthless. (See page 96 for additional 
details. ) 


OTHER CONSTRUCTION e Virtually all applications on hand for both industrial and com- 
mercial construction projects will be approved for allotment in the third and subsequent 
quarters. Requests for authorization to build are slowing up. 


Provision has been made to carry forward all of the construction projects which re- 
ceived materials allotments in the second quarter. 


LOCATION OF NEW PLANTS e New industrial plants are being built away from the 
cities—either in smaller communities or in the country. This is revealed in a Government 
study of more than 400 construction projects valued at $1 million or more. 

During the period July 1950-December 1951, more than half of the plants were 
built beyond the metropolitan areas surrounding cities of 200,000 or more. Only one-sixth 
of the new industrial projects were located in the cities themselves. Little industrial 
construction (7 per cent) is going into cities of 100,000 to 200,000 population. 

There's a striking disparity in costs between big-city projects and the other plants. 
Only 9 per cent of the construction expenditures and 16 per cent of the plants went into 
cities of 200,000 or more. Expenditures for the surrounding metropolitan areas of these 
cities show the largest average construction cost per plant. 


( Washington, D. C——April 1, 1952) 
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ELIPSO STANDLUTE— 
Expertly designed to pro- 


MTINELS OF SAFETY 8 


f APPLETON LIGHTING EQUIPMENT 


In these days of accelerated production, good 

light for outdoor working areas and grounds 

— is a vital must for both personnel gafety 
| and plant protection. Outdoor lighting plamned 

with Appleton Equipment is your assufance 

of top-notch illuminating efficiency at minimum 

installation, service and operating expense. 

Appleton Lighting Fixtures are available ig the 

vin gel scien liaise exact type and size for every industrial 
parking lots, etc. Pole, Bracket or Crossorm mounting. requirement—including hazardous locations— 
whether indoors or out. For the finest in 

illuminating fixtures specify Appleton—pace-sefting 

manufacturer of electrical equipment 

for more than half a century. 


THE EFU— 
The oil industry's choice for First and still finest fluorescent explo- 


sturdy, efficient service station sion-proof lighting fixture. Available for two 3 
= 40 wott 48” lomps or two 100 watt 60” lomps. PAT. NO. 2,392,202 


Sold Through Electrical Wholesalers A a og L a T ie) od 
APPLETON ELECTRIC COMPANY 


1734 Wellington Avenue * Chicago 13, Iillinols e L & ' T ? t 


Field Engineers: NEW YORK, 50 Church St. © DETROIT, 3049 E. Grand Bivd. © CLEVELAND, 1836 
Euclid Avenve * SAN FRANCISCO, 655 Minna St. © ST. LOUIS, 227 Frisco Bidg. © LOS ANGELES, 
100 N. Senta Fe Ave. © ATLANTA, 724 Bovlevord,N.E. © BIRMINGHAM, 809 Brown-Morx Bidg. 


MINNEAPOUS, 305 Fifth St, S. © PITTSBURGH, 414 Bessemer Bidg. * BALTIMORE, 100 E. Pleasont St 
BOSTON, 10 High Street © DENVER,1921 Bicke Street © PHILADELPHIA, 2013 Locust Street 
CINCINNATI, 608 American Bidg. © HOUSTON, 717 M. & M. Bidg. * HAVANA, Cuba, Molecon No. 9 
BINGHAMTON ¢ DALLAS © INDIANAPOUS © KANSAS CITY © ORLANDO © MILWAUKEE 


NEW ORLEANS « SEATTLE © PORTLAND, ORE. 
’ ; Standard Electric Corp., 67 Brood St, New York 4, N. ¥. 





Expert & 





BLACKBURN 
2 fondled 


Copype 
GROUND ROD 


THESE 5 POINTS 
Assure You of Permanent, Efficient 
Grounding and Quick Dependable Service 


A hard-drawn, rigid steel core, for ease of driving. 


Completely covered, including top and bottom, with a heavy, 
uniform coating of pure copper, molecularly bonded, to fully 
protect steel core. 


Rolled finish produces hard, scar-resistant surface. 


Stocked by leading wholesalers — backed up by a stable, de- 
pendable source, strategically located for quick shipments to 
all parts of the country. 


Backed by Blackburn’s reputation for quality and value. 


Distributed on the West Coast by KORTICK Manufacturing Company 
JASPER BLACKBURN CORPORATION 


> oe Pe eee @ oe eee ee en ee . Phone CEntral 3007 
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NDUSTRIAL FIXTURES 


mean Brighter Business! 





NT 4408 


Attention Lighting Contractors and Wholesalers! Lower prices and lower maintenance . . . 


Sylvania now offers you a fixture line that is undoubt- assured by Sylvania’s improved simplified designing. 
edly the greatest advance ever made in fluorescent fix- This permits fewer parts and faster assembling opera- 
ture engineering. This new line is bound to mean better tions. These savings in time and material are passed on 
and brighter business for you . . . and your customers to you... and your customers. In addition, rugged con- 
... for 3 big reasons. Here's why: struction and Sylvania long-life tubes mean minimum 
: maintenance costs. 





2 222 New Industrial Fixtures. Engineered for superior performance. 
Adaptable to the full range of industrial lighting Finished in RLM approved porcelain or Miracoat 
. . . from simple store-room illumination to high enamel, Sylvania fixtures are unsurpassed in initial and 
intensity lighting required in inspection and pre- maintained light output. 
cision assembly operations. 





bi» Urge Electrical 
oo” » if Contractors to 4 CLIT hy 


Display this sign. f 
LIGHTING It identifies FREE ILLUSTRATED FOLDER 


them as the 
brings you full details about 


’ CONTRACTOR arco Shee Sylvania’s new Industrial Fix- 


to offer finest tures. Mail the coupon for your 


¢, SYLVANIA & service and fin- copy NOW. 


Ue . s est fixtures .. . 
SYLVANIA. 


SYLVANT 





Sylvania Electric Products Inc. 
Dept. L-32048, 1740 Broadway, New York 19, N. Y 


Please send me illustrated folder describing the full line of Syloania’s 
New Industrial Fixtures 


Name 


Street 
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There is a difference 
in fluorescent lamps 





j= ends of these fluorescent lamps are aluminum. Rough handling doesn’t crack them. 


Cold can’t shrink them enough to make them crack the glass tube. They can be heated 
hot enough to make a tighter seal. They eliminate one reason why fluorescent lamps some- 
times fail before they should. They’re on G-E lamps, of course. This is one of many basic 


differences that make General Electric your customers’ best buy in fluorescent lamps. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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count these 





pole bottom 
ground plates 


4 Weaver Pole Bottom Ground Plates put 
more copper at the base of the pole with 
a minimum of installation effort. 
Weaver plates contain 25% more copper 
than other leading pole grounding plates. 
The additional copper surface results in 
lower ground resistance and greater 
overload dispersal. 


+x Weaver Pole Bottom Ground Plates are 
equipped with positive connectors which 
assure high pressure contact between plate 
and ground wire. 
This connector is cast of high strength silicon 
aluminum bronze which will not stretch or 
season crack, The connector is also fitted 
with a bronze shakeproof lockwasher which 
prevents loosening of the connector under 
vibration. 





Weaver Pole Bottom Ground Plates assure 
uniformity of grounding not possible with 
butt wraps, and the exclusive high strength 
connector assures a permanent tight con- 
nection which will not loosen under any 
condition. 


WEAVER PRODUCTS ARE PRODUCED COMPLETELY IN OUR OWN 
MODERN INTEGRATED FOUNDRY AND FACTORY FACILITIES 


7 A. WEAVE R sauh op lie ly aus @s ox Gem 


Caguasagmmg §=2N\0 HOWARD ST. * ST. LOUIS 6, MO. 


/ 
TELEPHONE CEntral 0881 
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Pye oulgie 


a PARAMOUNT F RI TAPE by Hoartz-Mason 


Made under the most exacting require ~ In order to assure maximum insulation and 
ments in the industry, Paramount Friction " at | Protection against moisture, friction tape 
tape can be tightly wrapped — yet can >) ! should be as free os possible from pin- 
be torn readily as required. A margin of C4 holes. The materials and methods and new 
sofety in this respect is added to every —_- ~ equipment used in making Paramount Fric- 
roll of Paramount Friction tape ; tion tape assure virtual non-existence of 
pinholes. 





Automatically cut with smooth, neat edges 
on Cameron cutting machines. These ma- 
chines wind it on the cores under tension. 
This is your insurance against ravelling 


Under controlled temperature and humid- 
ity, Paramount Friction tape is strictly 
tested for permanence of adhesion. 





Taken from stock of regular intervals, Every roll of Paramount Friction tape is 
sample rolls of Paramount Friction tape sold with guoranteed minimum footoge 
undergo accelerated aging tests in an = per roll plus... guoranteed weight. You 
electric oven at 212° F. for 16 hours. Thus € 7 ore left in no doubt about what you ore 
you get o guaran tee of maximum aging ' getting. And so you know you will cover 
ability the largest area most efficiently at the 
lowest cost. 


a. $Dual Guarantee 
> . & 
San ' @ on Weight 


: ull eer ~~ & 
». i i\ / , 4 
swsiniias ideal & (| go, | / Pye \ and Length 











sides being made of finest materials, also 
undergoes rigorous pre-testing at the fac 
tory. Among the rigidly conducted tests 
are those for aging, adhesion and strength. L 








Manufactured by 


Haartz-Mason, Inc. 


WATERTOWN 72, MASS. 
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WESTON ® 


CLAMP VOLT-AMMETER 


A-C Current—five full scale ranges of 1000 
250/100/25/10 amperes, with range over- 
lap for good readability. Measurements un- 
der 10 amperes readily obtained. 


A-C Voltage —three self-contained ranges of 
700/350/175 volts insure accurate reada- 
bility, in the upper half of the scale. Instru- 
ment insulated for 750 volt service. 


Isolated Voltage and Current — with circuits 
insulated from each other, instrument can 
be connected to both voltage and current 
sources at same time 


Convenient 6 position switch—easily operated 
with gloved hand, a flick of the thumb se- 
lects any of the 5 current ranges, or the 
Volts position. 


Adjustable pointer stop—red stop facilitates 
measuring starting current of motors 


Here’s the instrument that produces big savings 
by slicing hours off maintenance schedules 

produces worth-while revenue by forestalling 
costly repairs and shutdowns. Being so quick 
and simple to use, scheduled maintenance 
measurements are made more accurately ... 
and trouble-shooting is simple and sure. Built 
to WESTON standards of safety, accuracy and 
dependability. Also available for A-C Ampere 


measurement only. ... WESTON Electrical 
Instrument Corporation, 617 Frelinghuysen 
Avenue, Newark 5, New Jersey manutac- WESTO be 
turers of Weston and Tafliabue instruments. 
- . . TO INDICATE — RECORD — CONTROL 
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Jee Kimmel, right, talking to Honeywell representative Greg Manbart 


“Taking on the Honeywell line meant an 
extra $20,000 in business for us” 


says Uncle Joe Kimmel, Davenport's biggest and best known electrical wholesaler 





We took on the Minneapolis-Honeywell line for sense. It was: ‘Buy your heating controls at the 

1 very good reason same place you've been buying your other electrical 
We found that most heating controls today supplies —right from Uncle Joe 

are wired by electricians—the same people who Our sales figures tell me most of the electricians 
buy our friction tape, wires, and switches. we called on evidently agreed 


it Our tine of 


“They're wired by electricians because the Honeywell controls now round o 
general contractor, when building most average electrical supplies and appliances nicely. They're 
size homes, has found it more practical to have high-profit, over-the-counter items with no ser 
one party do all the wiring; and install all the vice problems. Last year we did around $20,000 
controls, all in one operation, throughout the in additional business with them 
house 

With this information, we had our salesmen Get your dealers to buy their heating controls 
call on every electrical contractor in the Tri-City at the same place they buy their electrical supplies. And 
area. The story they brought with them made good offer them Honeywell—first in controls i 


Another Plus Profit 
Idea from Honeywell. 
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“Tri-City electricians now buy their 
heating controls from us!” 


“We carry a large and complete inventory of Honeywell 
controls at all times. Tri-City dealers know this. So 
regardless of what type control they need, they've 
formed the habit of coming to us 

“Our heating control department is staffed with 
experienced personnel now, too. We are able to help 
dealers with their control problems. This gives them 
another reason tor doing business with us 

“Here are eight controls which we've found to be 
particularly fast moving with electricians 


Chronotherm TM850 

There's nothing like the Honey- 
well clock thermostat for any 
standard oil, gas or stoker instal 
lation. It has automatic night 
set-back and morning pick-up 
which gives homeowners a nice 
warm house to get up in. 


intermediate Relay R19 

This control is used for various 
line voltage switching devices 
It has a built-in transformer and 
provides a low-voltage control 
circuit. Electricians find use for 
it where remote line voltage 
control stations are desired 


Line Voltage Thermostat 144 

This snap-action job can't be 
beat for light duty line voltage 
installations. It really solves the 
problem, like no other control 
could, where direct control of 
small motors, unit heaters, line 
starters, and so forth, are needed 


Universal Relay R182 

The universal relay is used ex- 
tensively by dealers where the job 
involves control of line voltage 
loads, from low voltage thermo- 
stats or controllers. It’s available 
to electricians with a variety of 
switching actions 


For more detailed information — and complete application 


data 


on these and other famous Honeywell 


controls to sell your electrical dealers, call your nearest 
Honeywell office: or write Minneapolis-Honeywell, 
Dept. EW-4-97, Minneapolis 8, Minnesota, 
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Air-Switch Thermostat 1491 

For a control to operate under 
conditions of extreme humidity, 
dealers like the Air-Switch. It's 
perfect for heating and cooling 
on unit heaters, refrigeration 
compressors, solenoid valves, 
and farm building ventilation. 


Electronic Relay R7012 


Here are two of the most important controls used in 


Line Voltage Thermostat TA42 

For an dependable 
thermostat to control line valt 
age devices in either heating or 
cooling applications, this lime 
voltage model is the best. The 
design allows maximum circulla 
bellows 


accurate, 


tion of air over the 


Electronic Weathercaster 17001 


the fame« 


Honeywell electronic moduflow system—the most sensitive systen 
for maintaining ideal house temperatures yet devised. The Electrom 
Weathercaster, stationed outside the house, senses and sends tempera 


ture changes to the electronic relay, located indoors 


The electrronx 


relay, in turn, averages these with signals from the inside thermostat 
and sends the heat messages to the heating plant. 


NNEAPOLIS 


Honeywell 
H) Phat i Coutiols 


43 








McGRAW HILL 
ELECTRICAL 
CATALOGS 


Insulated 
Conduit 
Bushings! 


Top quality and economy 
go hand and glove with 
UNION'S integrated pro- 


duction. 


All operations under one 
roof, from raw material 


to distributors stock. 


OUCHS 
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glare-free fluore 


Perfected 


a 
IN MITCHELL LOW-BRIGHTNESS Lomionats= 


MITCHELL engineering develops the maximum 

advantages of the new low-brightness T-17 

lamps in two superior Luminaires . . . at the 

lowest owning and operating cost per footcandle 

delivered.* Here is light distribution with ab- 

sence of glare comparable to daylight conditions. 

No cross-louvering is required (lowers initial 

and maintenance costs); provides desirable 40° MODEL NO. 3242 
crosswise cutoff. High light output with low 5-Foot Low-Brighiness Luminaire 
lamp brightness provides ideal illumination for er tong eames epee 
schools, libraries, public buildings and institu- 

tions. Modern, functional design is largely self- 

cleaning. Exclusive MITCHELL mounting features 

simplify installation. For the best buy in low- 

brightness lighting, it’s wise to specify MITCHELL. 


*Ask for reveling Cost Comparison Chart 


CHECK THESE MITCHELL 
LOW-BRIGHTNESS ADVANTAGES: 


° 


MODEL NO. 3245 


. — ’ 5-Foot Low-Brightness Luminaire 
Highest Footcandle Outpu act with All-Metal Side Panels 
EE 


Glare-free illumination 
(surface brightness less than 2 cp/sq. in.) 


Lowest Fixture Cost 
(fewer units, no louvers required) 


Lowest Installation Cost 
Lowest Maintenance Cost 
(largely self-cleaning) 


Lowest Owning and Operating Cost 


per Footcandle Delivered 
ee 


Attractive Functional Design 





Write for the complete MITCHELL Commer- = Mitchell Manufacturing Company, Dept 
cial Fluorescent Lighting Catalog. Have the = 2525 N. Clybourn Ave., Chicago 14, III. 
full details on MITCHELL Low-Brightness ©) Meese send compilers Commercial lighting € 
Luminaires, for quick, easy specification. no 


atolog 
C) Please send Cost Comporison Chort 


MITCHELL MANUFACTURING COMPANY 
2525 N. Clybourn Avenve, Chicago 14, lillinois 
In Conede; Mitchell Mfg. Ce., lid., 19 Wetermen Avenve, Torente 
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DURASHEATH goes all the way—underground, 


overhead, in ducts—without splices 


Splicing cable is time-consuming... and costly. 
What's more it is avoidable. All-purpose Dura- 
sheath® can be used for all distribution needs up 
to 5000 volts. It can be run in ore continuous 
length, regardless of location . . . buried under- 


ground . strung overhead . . . or easily pulled 
through ducts. No expensive splices are necessary 

no weak power links no cluttered inventory. 
One cable—flexible, light Durasheath—goes all the 


way. You can stock one type instead of three. 


the right cable for the job 


Durasheath handles easily and is used in self- 
supporting aerial assemblies. Its rugged neoprene 
jacket resists moisture, chemicals, sunlight, organic 
decay, corrosion, electrolysis, abrasion, and me- 
chanical injury. 

Youll do your customers and yourselves a real 
service by stocking and selling this versatile cable. 
Consult your Anaconda Representative Anaconda 
Wire & Cable Company, 25 Broadway, New York 4, 
New York. *Trademark —S2387A 


wire and cable 
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TIMES and TRENDS 


Let’s Promote Promotions 


The coming of spring has been the signal for launching 
two great promotional efforts by the electrical industry 
First, the 1952 Electric Housewares Gift Campaign and 
second, the 4th International Lighting Exposition and 
Conference. 

It hardly seems necessary to point out here that many 
years of experience have taught businessmen the value 
of such events. A great many factors affecting business 
make it necessary to put, forth considerable sales effort 
to assure a continuous flow of goods from factory to user 

The purpose of any campaign or industry show is to 
make more sales. A well-organized, carefully-planned 
promotional effort can result in lifting a group of buyers 
out of a lethargy. It can accomplish this by rekindling 
the flame under the selling forces at all levels—manufac 
turer, wholesaler, contractor, utility and dealer 

However, no matter how good the promotion idea may 
be, no matter how well-organized the program is, the suc 
cess depends on the action of all the people concerned 
The sales forces must have advance knowledge of the plan 
and be prepared to contribute their valuable assistance to 
any program that will stimulate sales. Scattered shots 
won't bring in a sales volume commensurate with the 
amount of money and time put into a campaign 

To illustrate, we present here excerpts from a letter 
written to this publication in response to a request for 
information concerning a distributor's plans to tie in with 
the NEMA Electric Housewares Gift Campaign 

“Current market conditions, the apparent instability and 
lack of determination of the direction to be taken by so 
many manufacturers—many of whom are NEMA mem 
bers—has made it impossible for us to project our think- 
ing and planning ahead with sufficient degree of certainty 
to make definite enough plans in regard to this NEMA 
activity. I should really like to cooperate with you on this 
but the picture is much too confused 

“As you know, we are a very promotion-minded electric 
housewares distributor. We find ourselves in the peculiar 
position of having to draft the manufacturer—or a better 
way of putting it is—to stimulate the manufacturer to 
do some aggressive promotional planning. The general 
decline of the electric housewares business in this City 


since the first of the year apparently has dulled many 
manufacturers into a senseless lethargy that has developed 
into indecision, lack of determination and watchful 
waiting frame of mind that has made our promotion prob 
lem one of almost impossible future planning 

‘There must be a willingness on the part of the manu 
facturer—more than that, a driving desire, to stimulate 
business. The NEMA campaign is certainly one approach 
to a solution. To date, for your information, to the best 
of my knowledge, we have not been approached by a 
single manufacturer to tie in to or support the NEMA 
program nor am I familiar with promotional plans of 
any manufacturer, whose lines we carry, whose progr im is 
developed around the NEMA program 

Further deterioration of the price structure in the 
electric housewares picture can only be overcome by ag 
gressive, intelligent merchandising and promotion. With- 
yut these elements, the wonderful things we sell only be 
come objects, and price becomes the sole determinant of 
who buys what from whom—if any are bought ar all!” 

It seems to us that the author of the letter has a “legiti 
mate squawk.” On the other hand we will be the first to 
admit that there are distributors who have been provided 
with the materials and plans for the electric housewares 
* them 
ion eftart 


gift campaign who have not made proper us« 

We can only emphasize here that any promot 
whether it is an industry exposition or a planned salés 
campaign warrants the wholehearted support of evefy 
single individual drawing his livelihood from the ele 
trical industry 

Under pressure of daily problems it is easy to forget 
that the electrical industry as a whole is in competition 
with many others for the consumer's dollar. It is essential 
that every member of the industry recognize his respom 
sibility and constantly promote the use of electricity 

Certainly, one of the most valuable contributions that 
can be made by an individual is to go all-out in furthering 
the cause of industry sales promotion events 

Such support can be achieved if each group will seri 
ously strive to understand the problems of the other and 
be willing to work together. There is too much at stake 
for the industry to miss out in developing every possible 
angle in planning and launching national in r 
grams. Everyone benefits if everyone cooperates 


WW , 


eee 


EDITOR 
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Rely on Zuality p 

PYLE-NATIONAL © LIGHTING FIXTURES 
for Chapes senwies Cie, | GARE RY SAE MY 
A 


EXPLOSION-PROOF lL 


Pyle-National LE Series (Class 1, Groups C and D) 
For use in locations where highly flammable materials are 
manufactured or handled. 

Rugged, flame-tight cast aluminum alloy housings render 
internal explosions harmless, and insure safe operating tempera- 
tures. Threaded construction permits easy access to interior for 
wiring and lamp replacement. Available in many types and sizes. 











DUST-TIGHT 


Pyle-National DE Series (Class Il, Group E, F, G and Class Ill) 
For use in locations where flammable dusts are present in quantity. 

Strong, one-piece cast aluminum alloy housings are designed 
to exclude dust from the interior and to avoid accumulation of 
dust on the exterior surface. Available in many types and sizes. 








VAPOR-TIGHT 


Pyle-National BO Series 

For use in any outdoor or indoor location subjected to heavy 

concentrations of non-flammable vapors, gases, dusts, or moisture. 
Heavy duty construction and especially efficient sealing features 

insures an exceptionally long service life. Full line for 10 to 200 








watt lamps. 











ENCLOSED FLOODLIGHTS 


Sealed against moisture and dirt, constructed 

throughout of cast aluminum and other 

rugged, corrosion-proof materials, Pyle- 

VAPOR-TIGHT SIGNAL National floodlights retain their original 

OR PILOT LIGHTS high-efficiency output throughout an excep- 

Midget Fixtures for 10 tionally long service life, with negligible 
watt Lamps. maintenance and replacement expense. 


| WEATHER-PROOF 











1352 N. KOSTNER AVENUE * CHICAGO 51, ILLINOIS 
District Office and Representatives in Principal Cities of the United States. Export Department: International Railways 
Supply Co., 30 Church St., New York. Canadian Agent: The Holden Co., Lid., Montreal, Toronto, Winnipeg, Vancouver 


CONDUIT FITTINGS - PLUGS AND RECEPTACLES - TURBO-GENERATORS - GYRALITES - MULTI-VENT AIR DISTRIBUTION 
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Electrical Wholesale Distribution 
JANUARY 1952 


SALES January sales of electrical goods wholesalers, 
all classes of houses combined, dropped 20 per cent below 
the level of the previous month and 29 per cent under 
the level for January 1951 

While all classes of houses experienced lower sales than 
a month earlier as well as under January a year ago, the 
degrees of the declines varied widely 

e Wiring supplies and construction materials distribu 
under De 
1951 


dec reas¢ 


per cent 
January 


tors reported the smallest drops 
cember 1951 and 3 per cent below 

e Full-line wholesalers indicated the sharpest 
?1 per cent, of the three classes of houses from December 
1951 sales. Compared with the level for the same month 
a year ago, January sales for the full-line group dipped 
26 per cent 

e Appliances and specialties wholesalers reported the 
principal decline, 47 per cent, from January sales a year 
ago Compared with sales for the previous month, this 
class showed a 20 per cent drop—one percentage point 
less than the full-line group 

(Before any interpretations are placed on these January 
1952 vs. January 1951 comparisons, this fact should be 
taken into consideration: January 1951 was an unusually 
good month. The normally heavy seasonal drop didn’t ma 
terialize and sales climbed 95 per cent over the level of 
January 1950.) 

Estimated total sales of all electrical goods wholesalers 
for January amounted to $381 million, $76 million below 
the level of the previous month and $197 million lower 
than January 1951 sales 
January 1952—425 


(Business Index January 1951—580 


Other Figures of the Month 


Wholesale Prices (U.S. BLS, 1947-49=—100) 
Retail Sales (seasonally adjusted, in millions) 
Housing Starts (in thousands) 


Private Construction Expenditures (seasonally adjusted, in millions) 
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month and were 37 


of stocks on hand January 


ry inventories 
of the three classes of electrical distributing houses indicated 
the following levels 

increase 
the high 
un, 2 per 
This marks 
trend of the 
reversed 


e Full-line wholesalers reported a 44 per cent 


over the inventory level of January 1951—by fat 


est for the three classes. They also showed a g 


cent, over inventories for the previous month 
downward inventory 
| 


iast 


the first time that the 
full-line group, which began July, has been 


See graph above. ) 
@ On the basis of a comparison with December, wiring 
tors straddled 


« Na nyge 


supplies and construction materials distribu 
their January inventory level showed no 
ot 


over 
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this group, however, indicat 


January a 
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cent increase year ago 


e Appliances 
smallest rise in inventories over January 


1 to cent 
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Electrical Wholesale Distribution 


REGIONAL ANALYSIS 


OMPARED with levels of the previous month, Janu 

ary sales by regions, with all classes of houses com- 
bined, all went in the same direction—down. The declines 
ranged from 13 per cent for the New England area to 
25 per cent for the Pacific division 

A comparison with January of last year shows the same 
general picture: sales decreases for all regions. In this 
case, the Middle Atlantic area indicated the sharpest drop, 
34 per cent, while the East North Central division's 20 
per cent decline actually was the strongest showing 

Only two out of nine regions reported inventory de 
creases under December levels. Of the rwo, the West South 
Central area indicated the greater drop—3 per cent. At 
the other end of the pole was the Pacific division, which 
showed an 8 per cent gain 

Compared with January 1951 levels, inventories were up 
in all regions. But in this instance the range was conspicu- 
ously wide. The gains started at 10 per cent for the East 
South Central area and climbed up to 61 per cent for 
the New England division 

The supply of merchandise on hand, measured in days 
of business, conformed fairly closely in most areas to the 
national average of 69 days. The major exception was the 
West South Central region with an 86 days’ supply 


STATES COMPRISING REGIONS 
States Comprising Geographic Regions: New England (1 )—Me., 
Vt., N. H., Mass., R. 1, Conn.; Middle Atlantic (2)—N. Y 
N. J., Pa.; East North Central (3 )—Ohio, Ind., Ill, Mich., Wis 
West North Central (4)—Minn., lowa, Mo., N. D., S. D., Neb 


so 


JANUARY 1952 


Figures in this table apply to the 
geographical divisions as outlined and 
numbered in white on map above. 





INVENTORIES 
January 1952 


SALES 
January 1952 
Compared in % with} Trading Compared in % with 


Region Dec. Jan. 
|(See Map)| 1951 1951 


Dec. Jan. 
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Kan.; South Atlantic (5)—Del., Md., D. C., Va., W. Va., N. C., 
S. C., Ga., Fla.; East South Central (6)—Ky., Tenn., Ala., Miss.; 
West South Central (7 )—Ark., La., Okla., Tex.; Mountain (8) 
Mont., Idaho, Wyo., N. M., Colo., Ariz., Utah, Nev.; Pacific 
9)—Wash., Ore., Calif 


ELECTRICAL WHOLESALING—April, 1952 





CONTRACTORS NOW USING 
MORE LARGE-RADIUS ELBOWS 


Wholesalers Everywhere Increase Profit 
By Selling These Special-Radius Elbows 


Since engineers have determined that the use of special larger-radius 
elbows cuts construction costs, contractors are using more and more of 
them. This increased use of large-radius elbows has been noticed recently 

in every part of the country. Al 
though they have been available for 
several years, sales have increased 
rapidly during the last few months 

Actual labor costs « substan 
tially reduced because the larger 
radius eases the work of fishing 


cable through elbows. This savings 








in labor is considerable 


The diffefence between standard-radius Wide-awake wholesalers have 
and special large-radius elbows is clearly 7 
! been quick to recognize this trend 


shown here. Both elbows are the same 
} 


pipe size. It means an increase in dollar vol 
ume of sales and profits from the 


same number of building projects 


7 T ” Tc . 
SIZES OF SPECIAL CONDUIT of € OLUMBUS now 
supplies all needed sizes of special 


LONG-RADIUS =e : iia a : “ 
= Ie i arge-radius elbows as shown in the 

°o ow 
90° ELB — chart at the left. Také advantage 


of this opportunity. Get full data 














[ RADIUS “A” | | | T ) on costs and availabilities now 


in inches 12” 
OFFSET "C” | 1'9” 
STRAIGHT | 
END “D” " | 9 10 1" ’ 12” 
‘LENGTH | | 
UNBENT | 3°0" | 3°6" | 40" (411 66” | 7'6” | 8’ 4” 
} } + } } ; + i 
PIPE SIZES = [1"-2'" | 1°-3" [1°-3'2") 1-4” 5” | 17-6" | 17-6" | 17-6" | WRITE FOR 
| AVAILABLE | incl. | incl. | imel. | imel. | incl. | incl incl. | incl. | COMPLETE INFORMATION 
i I I i J 


Sold Only Through . 5 
Recognized Wholesalers ‘sp yy) e 
side 








CONDUIT PIPE PRODUCTS CO., UUU , on10 
PIPE COUPLINGS + PIPE NIPPLES + SLBOWS, RIGID & E.M.7. 
RUNNING THREAD -*¢ GOOSENECKS + WALL PLATES 


April, 1952—ELECTRICAL WHOLESALING 51 








Medium Fluorescent 


is 


the newest addition to the Curtis 
line of wiring channels. It is ap- 
plicable to all commercial and in- 
dustrial jobs. Constructed of heavy 
gauge steel with baked aluminum 
finish. Raceway and fittings de- 
scribed below are listed by Under- 


writers. 


GUAT 


LIGHTING, INC. 


COMPLETE WIRED UWITS 


Medium Fluorescent Curtistrip wired 
units furnished in 8 ft. sections with 
2-lamp ballasts and 4 ft. sections 
with single lamp ballast. Available 
with closed or open-end Alzak Alumi- 
num or baked white ‘‘Fluracite” 
enamel reflectors. Shallow Reflector 
for general lighting, local or indirect 
lighting. Asymmetric Reflector for 
sloping surface, show windows or 
cove lighting applications. Deep Re- 
flectors for semi-concentrating light- 
ing or direct lighting over counters, 
benches, cases, etc. 


zAewe-zrOoOnmrmM on @ P 


FITTINGS 


Versatile tong and clamp type hangers. 


Coupling for connecting two pieces of 
Curtistrip 


Porcelain socket with shade holder groove. 
Porcelain socket, no shade holder groove. 


Female nipple attachment for supporting 
reflectors 


Plate to connect BX to Curtistrip. 

Single plate for all standord receptacles. 
Switch plate for standard toggle switch. 
Duplex plate for all standard receptacles. 
Fluorescent lampholder plate. 


End cap with knockout. 


Write Dept. 44-05 for free details on. this new Medium Curtistrip and the Small and Mogu! sizes, 


SEE US AT BOOTH $1, N.A.E.0. CONVENTION AT ATLANTIC CITY IN JUNE 
Dept. D44-05, 6135 West 65th Street, Chicago 38, Illinois 
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A MESSAGE TO AMERICAN 


INDUSTRY OF A 


SERIeS 


Where you will find 
THE REAL REVOLUTION 


"if we keep in mind the values of 
opportunity, competition, democracy, 
productivity, then it is our capitalist 
society which is the truly revolutionary 
one — the only society which offers true 
hope to the masses for release from the 
long nightmares of tyranny. It is we, 
not the Marxists with their reactionary 
ideas of the good dictator, who have the 
truly constructive, the truly revolution- 
ary ideal.” 

— from “Capitalism” by David McCord Wright. 


If we can only win recognition of this truth, 
we shall win the struggle of free men against 
communism. This editorial discusses some of 
the hurdles that must be cleared. 

To win the needed recognition that “our 
capitalistic society...is the truly revolution- 
ary one,” we must keep pounding away both 
abroad and at home. That is because the 
communists simultaneously attack us on an 
international front and try to undermine us 
from within. 

The present drive to rearm ourselves and 
our allies is crucial to our self-protection on 
the international front. We must be prepared 
to meet the armed force of aggressive com- 
munism with armed force if we are to secure 
our physical freedom. 


Arms are not enough 


But to re-establish parity in arms is only 
half of the battle. In the last analysis it is 
not the more important half. To be effective, 
our arms must be backed by loyalty of men 


to our ideals. So, both abroad and at home, 
we must win men to the faith that we do have 
“the truly constructive, the truly revolution- 
ary ideal.” 

On the international front, the effort to 
win adherence to such faith in our capitalist 
society meets tough going. That arises from 
the fact that in some of the countries that are 
allied with us in the fight against communism, 
capitalist society has offered to its people no 
such ideal. In varying degrees “the values of 
opportunity, competition, democracy, pro- 
ductivity” —those key aspects of American 
capitalism—are either absent or subordinated 
in their economic life. Indeed, the Wall Street 
Journal recently remarked that “to the 
Furopean, capitalism has become synony- 
mous with cartels—and with the disregard 
cartels foster for the consumer, the worker 
and the over-all well-being of the nation’s 
economy.” 


No Simple Solution 


Nonetheless, many European labor and 
governmental leaders sincerely believe that 
cartels are essential to their economic salva- 
tion. They believe that without such restric- 
tions in congested European markets there 
would be intolerable cut-throat competition 
and instability of employment. Thus, when 
we point out that the cartel capitalism so 
prevalent in Europe lacks the constructive 
qualities of competitive American capitalism, 
we may offend European leaders whose 
wholehearted cooperation we need in the 
fight against communism. 
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INCH-MARKING .. . an exclusive 
ELECTRUNITE sales feature contractors 
like. Easier to fabricate and install . . . 


er 


E. M. T. G i Vv E Ss you TH E S E INSIDE KNURLING . . . onother ELECTRU- 


NITE exclusive. By actual tests makes wire- 


ELECTRUNITE ~~ 


FEATURES TO PROMOTE 


..- plus this time-proved quality... 


ELECTRUNITE Electrical Metallic Tubing (£.M.T.) is made 
from Republic Steel . . . guality-controlled from blast-furnace 
to finished raceway. 

Originated by Republic...improved by Republic...it is kept 
in the lead by Republic field and laboratory investigations. 
Made by the same electric-weld process, by the same trained 
personnel and inspectors, as strong, dependable ELECTRU- 
NITE Boiler Tubes. 

Backed by over 20 years of successful use in almost every 
type of building, installation, and industry. 

It pays to be an ELECTRUNITE distributor. 


REPUBLIC STEEL CORPORATION 
STEEL AND TUBES DIVISION 
224 EAST 131st STREET © CLEVELAND 8, OHIO 


BENDING INSTRUCTIONS . for your 
customers’ convenience . . . an ELECTRU- 
NITE extra. 








ACCEPTANCE ... . first in preference 
by brand-name in unbiased surveys... 
an ELECTRUNITE feature. 


METAL TUBE PLASTIC ARMOR 


A new item to sell . . . a door-opener 
for your salesmen . . . longer-lasting 
Envelope stuffers for =~ ELECTRUNITE “‘Dekoron-Coated” €.M.T. 
ELECTRUNITE Distrib- peorints of for severe-corrosion locations . . . an 


vter promotional § giscrauwits ELECTRUNITE exclusive. 
Reprints of our 8-page Sweet's mailings E.M.T. adver- 
Catalog section for your tisements to contrac- 
distribution. tors, architects and specifiers, 
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But, if we soft-pedal that contrast, we 
sacrifice the opportunity to win understand- 
ing and loyalty from millions of Europeans 
who have had no chance to learn that capi- 
talism can be the constructive and liberaliz- 
ing force that it is in the United States. In- 
deed, when many of these millions embrace 
socialism it is not because they love it. They 
are rather desperately seeking a tolerable 
middle course between what they consider 
the hateful extremes of communism and the 
undesirable aspects of capitalism as they un- 
derstand it. 


New name not the answer 


We know that there is no easy way to 
handle the problems created by such mis- 
understanding of American capitalism. 
Neither do we share the belief that much of 
the difficulty would be overcome if we were 
to call American capitalism by some other 
name. By doing that, the argument runs, we 
shall relieve it from the unpleasant conno- 
tations that are attached to the word capital- 
ism in some other parts of the world. But, 
after all, if we are to give up all the terms that 
have come to mean something else in other 
parts of the world, we must begin by ditching 
the term “democracy” which, in the official 
jargon of the Kremlin, seems to mean what 
we call dictatorship. 

In spite of the difficulties, however, we 
must stick to this job of exporting the truth 
that our capitalist system does offer oppor- 
tunity, competition and democracy. We must 
let the rest of the world see that it means a 
continuous drive for increased productivity, 
and the search for profits by increasing sales 
and consumption, not by trying to sell less 
for more. 


Export alone not enough 


The spreading of truth about American 
capitalism will not be effective if it is merely 
directed abroad. Unless it is carried on at 


home also, it will lack the driving faith that is 
essential to any convincing export of this 
type. Nor will export alone come to grips with 
the communist attack on our country from 
within—an attack that gets too much help 
from loyal Americans who short-sightedly re- 
pudiate the basic principles of our institu- 
tions in their efforts to reform some of their 
deficiencies. For success both at home and 
abroad, we must have right here at home a 
much more militant recognition that it is in 
fact our capitalist society which offers “the 
truly constructive, the truly revolutionary 
ideal.” 

Here at home, too, this raises difficult com- 
plications. Businessmen who are among the 
leaders and principal practitioners of capi- 
talism, have generally been catalogued as 
conservatives. Hence, many people must 
stretch their imaginations a bit to see that 
businessmen are leaders of a development 
which has so greatly and so rapidly improved 
the lot of free men in America that it is truly 
revolutionary. 

These difficulties of definition, however, 
are relatively superficial aspects of the prob- 
lem of seeing our capitalist society clearly 
The basic facts are that: 


American capitalism is leading free 
men to an ever higher material standard 
of living while respecting their spiritual, 
social and political freedom. 

Communism is leading its people back 
into a life of servile regimentation under 
dictatorship. 


American capitalism advances to high 
ground never before attained by free men. 
Communism retreats to ground that men 
with an appetite for freedom throughout the 
ages have sought to escape. If we can estab- 
lish this truth firmly, around the world, we 
shall no longer need to worry about com- 
munism. It will be hopelessly sunk. 


McGraw-Hill Publishing Company, Inc. 
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The REVERE line is complete comprising 
foltha-ta-terettel-Me-tete Mo calecihucmitetta mart Lael) <o 
each installation a masterpiece. 


REVERE ELECTRIC MFG. CO. 


6011 BROADWAY 


INDUSTRIAL 





CHICAGO 40, ILLINOIS 














EVEN A NOVICE could tell a customer a graphic, step-by- 


step lighting sales story with the aid of 
Fixtures are identified, with attention 
plication, characteristics, customer 


called to 
benefit 


wall 
technical and 


plies of 


this merchandiser 
merits, ap- 
Multileaf 


etc eral 


visualizers and 
promotiona! 
give-aways.’ 
Electric Supply’s new Pitt 


ring binders 
materia 
But this is 


ur¢ 


The House That Display Built 


EADING the handwriting on the 


wall—that today’s patterns for 
selling are shifting toward self- 
service—we at General Electric Sup 
ply Corporation have pioneered in 
Pittsburgh to build a gigantic point- 
of-sale display for use with our cus- 
tomers and our customers’ use with 
their Customers 
The entire new building, covering 
70,000 sq. ft. of floor area, is, in a 
sense, a one-stop merchandising cen- 
more and more 


ter such as we feel 
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By Warren P. Shreve 


District 
General Electric Supply 
Pittsburgh, Pa 


Manager 


electrical distributors will develop in 


the not too far distant future. Gesco 


is no longer just a warehouse. It is a 
merchandising operation supervised by 
a store manager and designed to tight 
en our hold on the market. Our aim is 
to cut selling costs, stimulate sales and 
speed service—for ourselves and for 
all of our customers, large and small 
@ Impact of Impulse—Although in 
operation only a few months, we have 
that we are making 

Normally, 


already proved 


much of impulse buying 


the warehouse used to sell ) pout 


of friction tape a week. Our new mer 


| 


chandising i 


center soid O00 poun 


operauion 


there 


the first week it was in 


When our new building opened 
] 


industrial cleaners in 


immediately 


were 14 
All 


ders for many 


were sold, with 


many more 
fact, than the cotal sales of the 
in 1950 

All people have the same 
they 


sires and ambitions 
kind of 


stimulants 


same 





HERE'S HOW a contractor might use one of 


to sell a customer. These 


ing 
for 


stage 


selling 


centers for sale 


are no exception It is not necessarily 
revolutionary, then, to apply the proven 
of other 
competitive markets to the electrical 
wholesaling field. Its use, however, has 


merchandising techniques 


seldom been fully appreciated, and so, 
little used. Until it is, the same kind 
of uncomplimentary remarks will be 
cast at distributors as have been cast 
in the past at the hard-working con- 
tractor. Distributors cannot expect con 
tractors to sell jobs “up”—quality jobs 
that build both profits and prestige— 
when they themselves have not led the 
way and have in the past only sold 
items from catalogs or listings 


+ 


tage 


training 





Gesco-Pittsburgh’s merchandis- 
zned not only as tools 
promotion activities 


and sale 


e@ Customer Convenience — Most 
distributors have put great thought on 
their stocking problems and delivery 
services, but have given little consid- 
eration their physical 
needs and desires. It must be remem 
bered that many of the contractors 
wives and daughters are sent to us to 
make purchases and pickups. This 
makes the provision of adequate re- 
rest room facilities, 
parking, material identification and 
carry-out aids even more important 
In addition, insufficient thought and 
action in the past have been given to 
the element of saving time in making 


to customers 


freshment and 





TECHMICAL AND PROMOTIONAL 
INFORMATION FILE 


NUMBERS on remote control panel identi- 
fy enabling 
to jata from the 


fixtures n ceiling viewer 


obtain the tile 


rrect 


EVERY AVAILABLE FOOT 


purchases and to convenient services 
for the customer 

We at Gesco in Pittsburgh accepted 
responsibility toward 


though it re- 


this challenge 
customers 


quired 


our —even 


a drastic shift in thinking, a 
change of attitude and a more dynamic 
approach to 
ot 


long characterized the majority of our 


these problems in place 


the static patterns which have so 
industry 

The main change revolved around 
the question of “how far must we go 
in self-service in order to develop an 
adequately and properly balanced sales 
volume. This in turn raised more ques 
tions for us, as a distributor, to study 
e Are 


taking or in selling? 


we interested in just order 
e Are we interested only in the big 

volume, high profit items or in ren 

dering an overall service to the area's 

needs for electrical equipment and ma- 

terials? 

wane when 


e Does our 


products leave our shelves or is it main- 


interest 


tained until products reach ultimate 
users? 

e Had we in the past just accepted, 
and perhaps stored away, our suppliers’ 
cooperatively provided selling and 
technical aids or had made sure 
they were widely distributed and used? 

e Have we been merely brokers for 


we 
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nu @ anne | 
HTANORAOD THREE 


SUPPLEMENTARY outdoor lighting units are also 
use with customers 
of fixtures and facts permits viewer to take in the 


merchandiser designed for contractors 


““staged"’ nearby in a visual 
Such an arrangement 


story almost at a glance 


OF FLOOR SPACE IS DEVOTED TO DISPLAYS 


many lines or have we maintained ade 
quate stocks wherever possible and ac- 
tively promoted their use? 

e Have we and other distributors 
been guilty of believing that just a 
display would produce a sale when we 
should have been using real merchan- 
dising methods and devices? 

e Have most of us bent a deaf ear 
to all the stories about the contractor's 
pencil sharpening and job cutting hab 
its when all of us should have been 
realizing the contractor could be the 
last barrier against poor jobs? 

e Are distributors living up to the 
published tenets of the N.A.E.D. when 
they just operate a warehouse? 

In searching out our mind and ana 
lyzing our past actions, we at Gesco- 
Pittsburgh resolved to embark upon a 
more nearly perfect distributor's pro 
gram—one that would aid our custom 
ers and ourselves in the face of “real” 
competition 

We are interested in contractors, in 
particular, of which we believe there 
are two classifications: electrical con 
tractors who are self-employed or who 
nave large organizations; and those 
who plan for, buy and use electrical 
products in commerce, industry and 
the professions 

For these contractors, General Elec 
tric Supply Corp. in Pittsburgh is pre 
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senting a powerful combination of 
proven selling techniques—all of them 
tried and with great Customer accept 
ance and preference. We are actively 
using light and vision to merchandise 
all of our products, materials, services 
and ideas 

@ Visual vs. Verbal—This kind of 
visual merchandising does more than 
display equipment samples. It puts 
words into a salesman’s mouth. It in 
creases selling power at the point of 
sale. It lessens the possibilities that 
verbal selling, in its round-about way, 
presents in the way of error, omission, 
wrong emphasis and misunderstanding 
Verbal selling is not only difficult to 
present, but hard for the customer to 
understand 

Realizing that lighting would have 
to play a vital role in this new concept 
of visual merchandising, Gesco nat- 
urally rurned to General Electric’s Nela 
Park for recommendations. Fortunately, 
much of the pioneering work in visual 
merchandising had been done in Nela 
Park's Lighting Institute. 

A. F. Loewe, G.E.’s market develop- 
ment specialist in merchandising meth- 
ods and sales aids—with the coopera- 
tion of Callmore-Gill, Inc., Cleveland 
—was able to translate these tested 
visual merchandising principles into 
Gesco-Pittsburgh’s flexible merchan 


dising displays which are the talk of 
the industry 

@ Steps to Success 
men automatically use these four proc 
gain attention, 


Trained sales 
esses in making a sale 
arouse interest, Create a desire and de 
velop action toward buying. To achieve 
these goals they must (1) develop a 
mental picture of the customer's needs, 
benefits, technical data, ability to pay 
; dao 
into word pictures of 
cabulary, then transform them into the 


etc turn those mental pictures 


their own vo 


customer's language and vocabulary 


and (3) salesmen must sufh 


cient life (through their training and 
presentation so that 


inject 
poise) into the 
sales are actually completed 

For the contractor, however, 
frequently could be more salesminded, 
each of these steps presents a stum- 


who 


bling block to his success. These mer- 
chandising displays and their selling 
aids at Gesco can help remove or 
shrink those stumbling blocks, making 
the contractor a profitable ally for us. 
By developing your contractors’ desire 
to do better jobs and make more profit, 
and assuring your support of their sell- 
ing needs, you can lead them into be 
coming more worthwhile market de- 
velopers and good selling mechanics 
through the use of product and idea 
merchandising facilities 
@ Benefits in Pictures- 
tractors’ use with their customers, well 


For the con 


lighted “stages” have been set to pro 
mote the sale of all of the products we 
sell and to make our customers appre 
ciate the use benefits of all equipment, 
materials and merchandised 
Customer benefits are pictured. Multi 
leaf wall visualizers 
binders tell complete sales stories, fur 
nish technical and installation data 
And “take home” literature is readily 
available 

These visual aids provide guide 
tracks for sales. With such potent sales 
messages Clearly pictured within easy 
eye and hand reach, even a novice can 
present a step-by-step benefit story to 
his customer. Yet each staging area is 
so simple, so inexpensive, so flexible 
in its presentation that it can be quick 
ly changed for any other promotion 

We realized, however, that in at 
tempting to develop a new merchan 
dising program, displays alone would 
not insure its success—just as mer 
chandising bins would not insure the 
success of self-service. Strategic posi 
tioning of such displays of related 
items, programs for introducing mate 
rial things and new ideas and services 


services 


and loose-leaf 











were needed as 


along traffic lanes created to the city 


shopper stoppers 
counter and service areas. 

We also realized that a profitable 
and ever expanding one-stop merchan- 
dising operation cannot be insured by 
such mechanical devices as adequate 
rest coffee and smokes, self- 
service bins and flexible merchandis- 


rooms, 


ing stages. It is only by the combina 
tion of these and other devices, with 
their proper use by trained personnel 
with imagination and incentive, that 
the maximum justified profit will be 
assured. Many considerations are en 
tailed in reaching this goal 

@ Develop Desire—First, there must 
be adequate development of your cus 
romer's desire, not only to do business 
with you but to come to your estab- 
lishment in order to do that business 
Only then is it possible to introduce 
and sell him your new products, serv- 
ices and ideas for additional business 
He must be made aware that you have 
what he wants or will make every ef- 
fort to get it for him and that you 
will be able to fulfill his known re 
quirements in the future. He must be 
made to realize that your products are 
priced in ranges that he is justified 
in paying, that you have people with 
whom he likes to deal and that you are 
offering him more than competitive 
prices in the additional conveniences, 
comfort and services you are prepared 
to render him. 

This means merchandising these fa 
cilities to your customers. In this way 
the lower price of products bought 
elsewhere will be pictured to him as 
more costly in the long run because 
such services as saving time with con 
venient parking, being able to quickly 
pay for or charge materials selected, 
and convenient delivery to his truck 


may not be available at your com 
petitors. 
@ Credit Minus Red Tape—Provid 
ing a more flexible credit plan is one 
of the really big things we have 
planned at Gesco-Pittsburgh. We are 
proud of our efforts to really know our 
customers, and so, in turn, are able to 
make credit decisions without the 
usual red tape 

Customers must realize that services 
are available, if needed, from the dis 
tributor's specialists or those of their 
suppliers. They must realize that your 
place of business is open when they 
want to do business with you. It may 
become necessary to open either earlier 
in the morning or stay open later at 


night, or provide locker facilities for 


60 


COUNTER SE 


Gesco-Pittsburgh’s 
fluence of 


city counter shows the in- 


modern merchandising practices 


all items are identified, selling aids presented and customer benefits pictured 


pickups after closing. If you can offer 
all of these facilities to save your cus- 
tomers time and money, you Can cre- 
ate their desire to bring you their 
business 

We as distributors must give the 

little contractor as well as the big one 
an effective helping hand over the 
great obstacles in his path that now 
block him from planned merchandis- 
ing benefits. If not, we must be willing 
to turn our backs on and give up the 
worth-while profits derived from the 
vast number of typical small jobs. 
@ He’s No Leper—In the past, little 
if anything has been done for this 
small contractor. We've excused our- 
selves by saying his credit was poor, 
that he was no salesman, that his 
volume of business was small. Modern 
merchandising areas around city coun 
ters are the spots on which to build 
practical programs for him. 

Admitting the typical small job may 
not be too important individually, we 
should realize that, when taken col- 
lectively, this market is highly profit- 
able. It is profitable because of the 
customer's readiness and ability to buy, 
the higher margin of profit realized 
and the great number of these jobs 
This can be an important means of 
increasing the sale of all electrical sup 
plies, which can be done at a profit 
when we have trained these small con- 
tractors and dealers in the use of proper 
selling tools. 

Proof of the importance of these 





contractors 1S Very evident in one par 


ticular industry lighting. There is 
abundant proof that 


market for planned lighting sales yet 


there is a huge 


Interesting facts from 
NEMA 


Indianapolis surveys prove that the 


to be tapped 


a General Electric and the 


contractor is the logical man to sell 


this market. Although five years have 


elapsed between the surveys, lighting 
in the 80 
Approximately 


installed is still per cent 
bracket of inadequacy 
60 per cent of the installations have 
been 

or less 
e@ Star Is Rising—In addition, the 
influence of the contractor on lighting 


from 12 to 40 


fixture-for-fixture replacements 


sales has grown per 


cent. These surveys also indicate that 
more and more people are going to 
their accepted channels of distribution 
for lighting purposes, and to the aver- 
age person that means the contractor 
They also indicate the need for sales 
training and sales aids 


Assuming, then, that you are not 
going to turn your back on the small 
contractor while courting the big one 

and we at Gesco-Pittsburgh are 


not—here is another potent reason 
why it is important to get all of them 
on your selling team. If you don’t, 
someone else will 

Because of the complexities of such 
things as fluorescent installations, the 
contractor is becoming more and more 
of a must man on every job, little or 
big. And it’s important to realize that 
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SELF SERVIC 


While the city counter at Gesco-Pittsburgh is staffed 
at all times, merchandising bins full of small items 


and super market type wire carriages offer self service to browsing customers 


when you take care of the contractors 
and dealers’ needs properly, you will 
also have taken care of the needs of 
your own salesmen—whether they are 


trained or untrained, or just out of 
practice 

@ No Stone Unturned—Every phase 
of all of our problems as distributors 
is being carefully studied as to its time 
liness for operation in Pittsburgh. Our 
city counter is developing into as 
sembling, wrapping and pricing sta 
tions to be manned by employes who 
can introduce and bring to bear all 
of the specialist's facilities 


customers’ needs and operations 


into the 
No 
longer will it be a fence that serves 
to keep customers from stocks. Ac 
tions are being studied which will 
turn that storage space into active 
selling space 

Effective executive attention and 
action have been focused on chang 
ing the thinking of employes in the 
operating department They no longer 
must feel that they just fill and empty 
bins and carry packages. They must be 
made to realize that they are an integral 
and necessary 


part of a selling and 


service organization. They, too, should 
be influenced to change their attitude 
toward the small contractor 
Furthermore, operating department 
personnel must be made to realize that 
a large number of small contractors is 
really necessary to level out the peaks 
and valleys of the business curves 


making their jobs more secure—and 
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that these small contractors, through 
their great numbers, are bringing in a 
large volume of sales never before ob- 
tained. 

Our employes have been put on their 
as a team, therefore 
This plan 


metal. They work 
becoming merchandisers 
can achieve even greater goals should 
an incentive plan be worked out to 
everyone's benefit 

@ No End of Angles—There are 
many, many more angles we considered 
important to increasing the effective- 
ness of a one-stop merchandising pro 
gram. Stools at the city counter pro 
vide comfort. From an expertly-man 
ned warehouse, dispatch of orders to 
a central collection center is speeded 
with pneumatic tubes and a conveyor 
system. Lift trucks handle palletized 
materials and heavy appliances. There 
is ready access to open shelving for 
materials most often called for. Super 
market type wire carriages make for 
easy assembly of “help yourself” items 
from merchandising bins. Parking areas 
hold more than 100 cars at a time; our 
shipping area will accommodate two 
trucks at once; our enclosed receiving 


dock holds and 


the railre vad 


three trailer trucks; 


siding handles five car 
loads of merchandise 

Once started, avenues for attaining 
the ideal program are endless. Perhaps 
one way of saving the customer's time 
would be the elimination of the need 
for back-door pickups of heavy mate 
rials which may necessitate parking 


Rarely, in 
most establishments, is the delivery of 
heavy 


twice and wasting time 


conduit, wire reels and other 


material 
counter door because of lack of aisle 
truck 


possible through the city 


space, adequate service Carts or 

docks 
Broken 

work more effectively 


their 


stocks could be made t 
with less book 
from the 


keeping—by removal 


perpetual inventories. City counter 
sales could then be rung up on a cash 
Material taken from this bro 


delivery 


register 
ken stock to fill 
could be accounted for by 


orders for 
a warehouse 
requisition for the city counter cash 
register 
@ Analyses In Order—Studies should 
be made of what related items are 
usually purchased by the customer who 
Proper di- 
to go 
for different materials. Colored plastic 
picture 
an item stood. For 
move this”; 
green, blue, 
that’s all there is ‘it's 
all here, but we have more on ordef. 
There are still many phases to be 


there should 


be a new order of housekeeping with 


comes in to make pickups 
rectories should indicate where 
card could easily 


bin covers 


how the stock of 
instance, red might mean 
“there’s more in stock”; 


and yellow 


developed. For example 
the very industrial vacuum cleaner that 


distributors sell. Pushing a broom in 


areas that are never dusted is just @s 
I am dis 


outmoded as the old “here 
plays 

Properly planned and operated “willl 
call” departments would be a boon t 
contractors and dealers who must call 
Materials returned for 
Own 


warehouse if 


in their orders 


adjustments should have their 


separate corner in the 
stead of being collected near busy city 
counters. Coffee tables could be made 
to serve as traffic guides, directing cus 


tomer atrention where you want it 


focused on certain displays 


Direct mail, under the 


guidance of 
an adequately trained promotion man 
would not only keep customers advised 
of your services and products, but 
would be effective as a sales tool 


We feel 


a tremendous stride forward in carry 


that, while we have made 


ing out many of these merchandising 


techniques, we have just made a be 
ginning. It is just the start of the kind 
of things which can be accomplished 
by applying modern trends to the dis 
tributing field. Knowing why thos« 
followed is 


Knowins 


why will also speed them on the w 


modern trends must be 


great part of their solution 


to their ultimate goal 








Whats New 


DOWNLIGHT, manufactured by Pittsburgh Reflector 
Co., has low brightness, requires only 5'/2 inches above 
ceiling line. Maximum lamp size is 150 watts 





at the 52 


FUNCTIONAL 12-inch glass blocks, made by Pittsburgh 
Corning Corp., have been designed to provide sunlight 
control in critical seeing areas. They weigh less than one- 
third of an 8-inch concrete building block 





LIGHTING 
EXPOSITION 





SHALLOW fixture by Sunbeam Lighting Co. is available 
in 2 or 4 lamps, 40-watt fluorescent, 42-96 inches, 
Slimline in all milliamp ratings. Luminare efficiency 
of 4-lamp pendant unit: 49°, upward, 33°, downward 





UST as Paris sets the style each spring in the world 
of fashion, so, too, will Cleveland in the world of 
lighting next month when it plays host to the Fourth 

International Lighting Exposition and Conference. 
The exposition is one of the biggest events in the 
lighting industry, and plans for its staging have been 
under way for the past ten months. What is displayed 
at the exposition will dominate trends in the lighting 
industry during the coming year. And it will be in Cleve- 
land in May that electricai wholesalers will have the best 
opportunity to first glimpse lighting designs concocted 
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by manufacturers for sale during the latter part of "52 
and during 1953 

@ Over 65 to Exhibit—On hand will be over 65 man- 
ufacturers of lamps and lighting equipment, who will 
show the latest equipment, installation methods and ap- 
plication techniques. In addition to exhibits by manu- 
facturers of industrial and commercial lighting equipment 
and all the leading manufacturers of lamps and bulbs, 
manufacturers of allied products and other components 
of good lighting, such as paints, plastics and glass, will 
have displays. A handful of things to be displayed at 
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CURVED LENS PANEL is made in mod- DISCONNECTING and 


ular lengths up to 48 inches. Made by 
Corning Glass Works, open and closed 


take care of all needs a keyed telescopic rod 


end types 


manufactured by Thompson Electric Cc 
is Operated from floor lev 


’ 

SCAFFOLD has working platform area 

4 by 6 feet, and is adjustable from 7 to 
feet. Up-Right Scaffolds, Div f Up- 


Inc is manufacturer 


lowering device 


el by mean 


Right 





BUILT-IN REFLECTOR is main feature THREE-TONE BOWL, 
of General Electric's new 400-watt mer- 
cury lamp. Little dirt collects on the 


face, G.E. reports, where light is emitted 


providing 
uniform 


banks, 
with 


Works, Inc., divides into three light-blue 
diffused 
incandescent 


SCREW-IN FIXTURE can be installed 
in a few minutes. Made by Circlite Corp., 
the fluorescent fixture gives as much 


light as a 100-watt incandescent lamp 


by Bent Glass 
white light, 


illumination 








Cleveland are shown on these and the following pages 

What trends will dominate at the lighting exposition 
can only be known after the official opening on May 6 
But the lighting industry's history during the past year 
or more furnishes some guideposts to future trends 

At present, there is a trend to lower brightness in 
fluorescent lamps. This may eventually lead to much 
larger sizes, in a limited number of modular shapes, 
suitable for use as luminous elements. A continuous im- 
provement will be made in the spectral quality of light 
produced by fluorescent and mercury lamps. Incandescent 
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lamp use is expected to continue to increase, with many 
new improvements. 
@ Trend Toward Simplification—Cumbersome auxil 
iary control devices for fluorescents will be gradually 
simplified, and may eventually be eliminated completely 
Public demand is fast spurring on simplification 

The field of equipment design is broad and unrestricted, 
with the exception that design of lighting equipment and 
components must follow available light source sizes and 
shapes. New designs, in general, must be such that they 
can be mass produced. In order to provide more flex 
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“SELLING, NOT SUPPLYING” 

A new merchandising program will be made 
known at the lighting exposition by Morris 
Kurtzon, Inc., manufacturer of lighting fixtures 
The program, which emphasizes “‘selling, 
supplying,”’ is based on the trend toward taking 2 
lighting off the supply shelf and handling it as ¢ 
a special item, thereby merchandising lighting ‘ug 
with as much care and attention as that given ou 
to appliances 
full details t 


not 


Kurtzon representatives will give 


jistributors at the exposition 


SOCKET BOX for 
the manufacturer, 
assembly attaches 
has 


Slimlines holds lamps firmly in place, says 
The Miller Co. Die-forming socket housing 
to channel screws. Facing 


bridging channel. 


sides with four 
apron which turns up at right angle, 


ibilicy 
will follow the principle of modular shapes 

@ Brightness Down, Control Up—Clever designers of 
commercial lighting equipment will probably make more 
use of low brightness reflectors and new materials. This 
Could result in large units with luminous side elements. 
In many cases they may be supplemented with other 
luminous appropriate design patterns to 
keep the ceiling light in appearance. Designs will pro 


in application and to permit custom layouts, they 


elements in 


aes 


cLeveLano wee 
| AupiTORvM =e 


Orns 


LIGHTING DATA SHEETS 

Six comprehensive data sheets in a new series 
being published on its complete line of lighting 
fixtures and equipment will be made available 
at the lighting exposition by Silvray Lighting, 
Inc. The new literature covers fluorescent lu- 
minaires, and includes ceiling mounted, suspen- 
sion and wall mounting types. The data sheets 
have full descriptions and illustrations of the 
units, specifications, construction details, photo 
metric diagrams and performance information 





EXPLOSION-PROOF fixture, manufactured by Cro 
Co., has 2, 3 or 4 36-watt, 48-inch, T12 Slimlines 
enclosing tubes of explosion-res 
into cast 


use-Hinds 
The lamp 
sting Pyrex glass are sealed 
aluminum end fittings containing the sockets 


vide more accurate control of the light and have lower 
surface brightness 

The trend toward luminous ceilings is expected to 
continue. The ceilings of translucent plastic lighted by 
fluorescent lamps above have found wide application in 
offices 

No radical changes are expected in industrial reflectors 
for mercury or incandescent lamps. New fluorescent in- 


dustrial reflector designs are expected provide better 








LUMINOUS CEILINGS, designed by the F. W 
Wakefield Brass Co., are described in a 
Wakefield Brass will 
f ceiling at 


new 


booklet show a section 


exposition to change 


04 


WAR ON WASTE is the theme of 
Lamp Works and described in a new br 
lighting expc 
fluorescent or 


sition next month 


>? 


MEANS THE BEST 


a new pr 
ochure 
Separate 


gram launched by Champion 


eady for distribution at the 


bulletins tell the consumer when 


incandescent lamps and when to clean fixtures 
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SHALLOW-TYPE FIXTURE 

Available for commercial installations, new addi- 
tion to the Electro Mfg. Corp.'s line of fluorescent 
fixtures is an extremely thin, shailow-type unit with 
molded plastic louvers. To receive its first official 
showing at the exposition, it is available in match- 
ing two, three and four-light units in 20- and 
40-watt sizes, as well as in a Slimline series of 
two-, three- and four-lamp, 48-, 72- and 96-inch 
fixtures. All units are for individual or continuous 
surface and pendant mounting 


SALES PROMOTION this spring for in 

candescent light bulbs by Sylvania Elec 

tric Products Inc. will feature as a con 

sumer premium a new window cleaner 
(held by model at right) . To be a high 

light of Sylvania’s exhibit at Cleveland 
the promotion for light bulb sales has 
been designed to tie-in with all phases 
of distribution. Cleaner has a sponge 
for washing windows, combined with 
hara rubber blade for drying. 


direct shielding, and will have an upward component to 
softly illuminate light finished ceilings. The top side of 
reflectors will have high reflection finishes. 
@ Emphasis on Comfort—More emphasis will, as in 
the past, continue to be placed on greater seeing comfort 
in all types of interior lighting and with all types of 
lighting systems 

Theme of this year’s exposition is “Mobilize Lighting 
Knowledge To Advance America’s Welfare.” The exposi- 


CAST-ALUMINUM HOLDER for PAR-56 sea! 
ed-beam lamp throws a_ 10( 
power narrow beam with only 300 watts power 
consumption. Steber Mfg. Co. is the maker 


)00 candle- 
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tion is sponsored by the Industrial and Commercial Light 
ing Equipment Section of the National Electrical Manu 
facturers Assn., and runs from May 6 to 9 

Second only in importance to the exposition itself is the 
conference program. The complete program has not been 
announced, but nationally-known authorities on lighting 
will be on hand to discuss various timely subjects of 
importance to everyone interested in improved lighting 


Round table discussions are also planned 


" 


ADJUSTABLE LIGHTING fixture, for direct or indirect 
tension socket which stays put at any angle. Made by 
it comes in 


r 
wiv 


six colors tropical rose, pistachio green sunfl 
gray, silver glow and brass glow 





omber Plant: 
ush Business 
or Joe Perry 


By E. Dalton White ] Rugged construction of breaker’s contacts is described by 


J. J. Perry (left), of The Electric Supply Co., Atlanta 


hief, Atlanta Ne 
Chief, Atlanta News Bureau to M. E. Chase, Lockheed’s general purchasing agent 


who urges wholesalers to bring new ideas to the plant 


OR the second time in less than ten years, a huge de- 
fense plant at Marietta, Ga., is bustling with activity, 
spurred on by a tremendous sense of urgency. Eight 

years ago its assembly lines were producing B-29 bomb 
ers. Today this plant is modifying B-29s and building 
B-47s—the Air Force's new jet-propelled strategic bomber 

These productive efforts—past and present—were cre 
ated on a short order basis. On both occasions, local elec 
trical wholesalers, particularly The Electric Supply Co 
of Atlanta, Ga., played a big part in getting and keeping 
production underway 

When the 35-acre plant was constructed for the Bell 
Aircraft Corp. during World War II, a lot of electrical 
equipment and supplies were needed in a hurry. And it 
remained rush business for The Electric Supply Co. until 
the atomic bombs were dropped on Hiroshima and Nag 
asaki 

Shortly thereafter the big plant was mothballed. Ma 
chinery and equipment were disassembled, coated with And in The Electric Supply Co.’s stock room, Mr. Perry 
a preservative compound and stored jam-tight in the matches a motor control switch with E. W. Hamilton to 
tally item with order—another step in the procedure that 


factory. But this situation didn’t last long. When the 
catches errors and keeps goods flowing to Lockheed 


Korean War increased in intensity, things began to hap 
pen again at the big plant 

Defense contractors searched the factory for equipment 
they could use and began to haul it away. What the 
plant’s operators—now the Georgia Division of the Lock 
heed Aircraft Corp.—needed for their production line, or 
could modify, was left and shifted to new locations. The 
big job of modernizing B-29s and building B-47s got 
underway in a rush 
@ Smooth Buildup—More than a few persons thought 
the hurried reactivation would lead to nothing but a 
welter of confusion. But behind the scenes, a large or- 
ganization (comprising 10,500 employees, with an even- 
tual force of over 25,000 planned for) was swiftly cre 
ated according to a prearranged schedule. Thousands of 
specifications were prepared for the materials necessary 
to do the B-29 and B-47 jobs 

There were new and different assembly lines to set up 
The installation of a myriad of machines required a wide 
range of electrical equipment and supplies. An awesome 
amount of rewiring was needed along with panels, Pierce Yarbrough, Lockheed electrician, and Mr. Perry 
switches, breakers, fuses, etc. With critically short items discuss proper procedure and scheduling of maintenance 
mostly in demand, it was a job to tax the resources of on pull-out fuses on one of the many panels in the plant. 
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experience and product knowledge can be Verification of manufacturer's specificati 
rs in ving special problems 


number ave a tot of time by preventir 
features to be considered in jelayed shipment. Here, C. E. Vaughar 
r, Lockheed buyer orvice manager, and Mr. Perry check lL 


Proper servicing of magnetic 


> 4 Wheeler, Lockheed upery 


Mr. Perr 








local electrical wholesalers. But they managed to come 
through with the goods on time 
@ Second-Timer—J. J. (Joe) Perry, vice president of 
The Electric Supply Co., sold most of the electrical equip 
ment that went into the plant when it was constructed 
Consequently, he knew what was there, and when he 
visited the plant at the start of reactivation, he added 
to this knowledge an insight into the problems that had 
to be solved before full production could be resumed 

Mr. Perry also knew that on such a big job a lot of 
adjustments would be necessary in his own organization, 
particularly the establishment of procedures to insure that 
items needed in this defense plant were not delayed. As 
a first step, he notified all his manufacturers that orders 
would be coming to them in volume 

Next, Mr. Perry set about building up his inventory 
of maintenance items, knowing that Lockheed would 
need a continuous supply of them (a business, by the 
way, that adds up to a sizable total every day). As a re 
sult, his firm is always able to make immediate deliveries 
@ Where There's a Will 


for an item that isn’t in his warehouse, Mr. Perry has 


Even when a call comes in 


managed to find a way to get it. Lockheed was grateful 
when he anc his associates at The Electric Supply Co 
searched the country over to locate some special lock 
plugs and made airmail shipment to solve the urgent need. 

Thus, Mr. Perry furnished one of those indispensable 
services that aggressive electrical wholesalers are provid- 


ing their customers today: a thorough knowledge of elec- 
trical equipment and its uses, and, more important, where 
and how soon it can be obtained 

@ Special Problems, Special Service 
he Electric Supply Co. is 
serving atomic energy plants in Tennessee and the one 


Along with sup 


plying the Lockheed factory, 


on the Savannah River, as well as defense plants in Ala- 
bama. Besides meaning responsibilities on a larger scale 
and a wider range of products to handle, such business 
often brings up special and unique problems to solve 

For example, when a shipment is made to its plant, 
either from local stock or direct from manufacturer, 
Lockheed wants the order number on the shipping ticket 
Since manufacturers don’t always do this, someone from 
Electric Supply is sure to be on hand at Lockheed to 
check a shipment when it arrives. This is an extra service, 
but it prevents numerous delays in routing materials to 
the spot where it is needed 

Mr. Perry visits the plant several times a week. When 
installation and other problems arise, he is always avail 
able to give counsel drawn from 40 years of experience 

He and the other clectrical wholesalers are finding a 
lot of personal satisfaction in supplying the needs of the 
Lockheed plant. They feel they have a real part in the 
modification of the B-29s as these planes are made ready 
for duty again. And when the giant B-47s start rolling oft 
the production line, the wholesalers can take pride in 
the fact that they helped, too 


What Lockheed’s Head Buyer Has To Say on Selling 


LOCKHEED'S Marietta plant is a magnet for 
salesmen. More than 500 of them call on the 
plant in a week, and on some days the figure 
goes as high as 175 

Consequently, the views of Lockheed’'s gen 
eral purchasing agent, M. E. Chase, on selling 
and salesmen represent a composite of count- 
less personal contacts and dealings—all on the 
receiving end. These views might easily serve 
as a pattern that could be followed profitably 
by salesmen. Here are a few of Mr. Chase's 
observations 

@ The best sales policy—the one that gen- 
erates buyer confidence—is honesty in describ- 
ing the merits of a product. The salesman who 
holds back information, resulting in a mis- 
leading conclusion, is undermining his career 

@ Give the buyer a choice by presenting 
the advantages of top quality products and com- 
paring them with the less exacting specifica- 
tions of lower grade goods 

@ Be fortified with all the facts. This pre- 
vents an attempted devélopment of a rambling, 


lengthy (and generally unsuccessful) sales story 
—the result of inadequate product knowledge 

@ Make your sales presentation direct and 
concise. Most purchasing agents, particularly 
those in defense plants, are too busy to just 
sit around and gab 

e@ High pressure salesmanship is taboo. If 
the plant needs something, the chances are that 
you will make a sale. And, of course, creative 
selling pays off—that is, anticipating the plant's 
needs or finding something that can be used to 
increase production or do a job at less cost 

@ Another taboo is to say that you have an 
item in stock and promise immediate delivery, 
only to telephone later that inventory is de 
pleted and delivery will be delayed 

@ Wholesalers’ salesmen can be of great 
assistance because of their wide knowledge of 
products and their applications 

e@ A firm providing adequate service and 
displaying interest in the efficient operation of 
equipment sold is entitled to more business 
than one that has a “take it or leave it’ attitude 
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Chicago Electric Association's 
grand prize winner Charles 
Thompson is shown here with 
his entry, an electric house- 
wares gift selector. The Gray- 
bar salesman has reduced the 
entire NEMA campaign into a 
compact promotional piece, 
ingeniously designed as .. . 


A Gimmick for Gift Selling 


HARLIE Thompson's contribution to the electric 

housewares industry is a timely one. It comes at an 

opportune moment when more unique promotional 
and merchandising aids are urgently needed at the dealer 
level. It comes at a time, also, when the distributor sales 
man is asked to carry more than his usual weight to in 
sure the success of the electric housewares gift campaign 

Thompson, as a salesman in the Chicago district of 
Graybar Electric, could easily have been recognized as 
the distributor salesman’s representative when he sub 
mitted his practical merchandising idea to che Chicago 
Electric Association’s sales booster contest last year 
Thompson's entry—a _ three-wheel electric housewares 
gift selector, called the “Select-O-Gift’—was awarded 
a division prize of $100. Later, when all division winning 
entries were judged, the Graybar salesman’s brand new 
twist to a now-famous theme copped the association's 
grand prize of $400. The idea was later presented to 
NEMA for consideration. 
@ A Shopping List—The “Select-O-Gift” is a simple 
enough merchandising gimmick that is designed to pro 
mote the sale of electric housewares by the dealer. It is 
intended to be given by the dealer to the customer with 
the thought in mind that it will give him or her a short 
list of gifts for each of the 14 gift-giving occasions 

Here is the idea behind Charlie Thompson's carefully 
thought-out plan 

I felt that it was a combination of several tried and 
proven merchandising ideas—a small, colorful give-away 
piece, an attractive novelty that could either be imprinted 
or stamped by the dealer. I also felt it would tell the 
customer what housewares the dealer had available and 
suitable as gifts and thereby speed the flow of 
trafic through the store.” 
@ A Healthy Reminder—While Charlie Thompson's 
handy “Select-O-Gift” serves as a sales-gainer for the 
dealer, his award also serves as a healthy reminder to the 
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rest of the industry that the distributor salesman—using 
all the available information at his command—is still 
house 
wares campaign. By his one contribution he has stirred 


the biggest single factor in this expanded 195. 


up a much livelier acknowledgment of their importance 
and a far greater awareness of their key position in the 
distribution of electric housewares 

In one broad sweep, he tied the whole program into 
a compact, handy guide that tells the dealer customer at 
a glance what housewares are suitable for what occasion, 
That's a vital task in any salesman’s role as coordinatof 
and field man in this housewares program. And it’s still 
only one of the many positive services that distributof 
salesmen perform every day in the year to make the 
program ring up more profits 
@ A Link—Not a Chain—Now, what abour the rest 
of the industry. The distributor salesman isn't the only 
force behind this electric housewares gift campaign 
Granted, he is the most important link, being both 
manufacturer's representative and dealer educator. But 
his enthusiasm will be just so much wasted energy if 
the rest of the industry—the manufacturer, the dealer 


fails to carry out its part. This is an industry 


the utility 
wide program; it means industry-wide participation. If 
one component straggles or drags, the rest is bound to 
follow. If one fails, the rest are in danger 

That's what makes this housewares campaign so vul 
nerable. Every segment of the industry is affected by it 
Each must wholeheartedly support it; each has his own 
obligation because each stands to profit from it 

Suffice to say here that the distributor and his salesman 
as always, can be counted upon to play their role to the 


hilt 


To learn your part in the ‘52 electric 
housewares gift campaign, turn page => 


69 





Your Part in the Electric 


WHY the distributor salesman should stress 
this program to his housewares dealers 


By J. A. Sullivan 


NCE again, the electric housewares gift bandwagon 
is driving hard and fast into its spring selling cam 
paign. And to a great extent, the speed and direction 

depend on the electrical wholesale distributor and his 
salesmen 

Ac the end of the road lies the distributor's healthy 
share of a billion dollar volume—the goal of the entire 
electric housewares industry. 

Distributors and their salesmen can take a great deal 
of credit for the success of last year’s campaign. In most 
cases, it was the distributor who alerted the more than 
150,000 dealers to the profit potential of the campaign 
Through mailings, they saw that these dealers were pro 
Wided with the industry's initial “fact sheet” that started 
the campaign rolling on the local level 

lo the more than 24,500 dealers who actively tied in 
with the campaign, the distributor salesman proved to be 
the all-important link in providing the industry promo 
tional material and merchandising aids. Many of thes« 
men gave a liberal amount of their time to dealers and 
pitched in to help with displays, gift wrapping and other 
in-the-store phases of the campaign. Their shirt-sleeve co 
Operation helped tremendously 

To the wholesaler who ties in, the benefits of the can 
paign are numerous and long-lasting. Here are four 
that the campaign works to help all 


1. It Increases Sales 


This is true because the campaign opens a vastly wider 
market to the electric housewares dealer—the mult 
billion dollar gift market. In the past, the dealer had barely 
scratched the surface of this rich source of business. Occa 
sionally gift dollars would find their way to the cash 
register, but these amounted to a mere fraction of the gift 
potential thac can be won with a concerted effort. The 
gift campaign gives the electric housewares dealer the 
tools to exploit his new-found gold mine 

This gift business is tremendous in anybody's language 
To the tune of the cash register’s ring, it amounts to multi 
billions of dollars every year. The combined gift sales of 
just four industries—tlower, jewelry, candy and greeting 
card—run well over four billion dollars each year! Right 


now there are 13,000 stores in this country that are strictly 


’ 


Chairman, Electric Housewares Section 
National Electrical Manufacturers Association 


gift stores. Out of 1,250 department stores, 1,090, or 87 
per cent, have year-'round gift departments. Electric house- 
wares should and can get their share of this market. Gift 
business means more sales and faster turnover for the 
dealer, steadier re-orders for the suppliers 


2. It Lengthens the Selling Season 


Surveys have estimated that approximately 65 per cent 
of all electric housewares business is done during the last 
half of the year. The basic idea of the campaign, expressed 
in the theme—"Give Electric Housewares, First Choice 
for Every Gift Occasion”—-sells electric housewares every 
day of the year. Right now, the campaign is aimed at 
capturing a greater share of the spring gift market. With 
the exception of Christmas, the peak gift opportunities 
bloom in the spring—Valentine’s Day in February, Easter 
in March or April, Mother's Day in May, Father's Day, 
graduations and weddings in June. The latter reflects the 
large number of showers and anniversaries that also occur 
luring spring 

[he gift campaign attracts these spring gift sales to the 
electric housewares counter, stimulating more traffic— 
particularly during April, May and June. Get your dealers 
to cultivate this market for a steadier sales picture all 


year ‘round 


3. It Establishes Good Will 


If distributors can help dealers create more sales with- 
out additional expenditure, the welcome mat will always 
be out. The shirt-sleeve salesman who sees that his dealer 
customer gets not only merchandise, delivery and credit, 
but also the promotional ways and means of selling this 
merchandise faster, finds himself in a solid selling posi- 
tion. The salesman—better than anyone else—knows the 
specific problems and limitations of his dealers and can 
adapt the gift campaign to each individual store. A help 


ing hand pays off in good will and closer relations 


4. It Sells a Greater Variety of Items 


en 
The gift campaign opens distributor sales for a wider 


range of electric housewares. The gift buyer is a potential 
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Housewares Gift Campaign 


the distributor salesman can present 
the complete program to his dealers 


HOW 


By J. P. Mciilhenny 


OW can electrical wholesale distributors and their 
salesmen implement the electric housewares gift 
campaign on the dealer level? 

To help them do the job—in less than an hour—the 
industry has prepared a packaged presentation that re 
quires no practice or preparation. The complete facts, 
history and plans of the campaign are wrapped up in a 
72-frame, 35 mm. color film strip presentation together 
with a written, keyed commentary 

Once distributors have used the presentation within 
their own organizations, cheir salesmen can gain extra 
mileage by showing the film strip to (1) dealer groups, 
(2) large individual dealers, (3) electric light and power 
companies, (4) local electrical leagues and associations, 
and (5) members of the press representing newspapers 
and radio stations in the salesman’s territory. A_ thor 
ough understanding of the campaign will win wider co 
operation from all these groups 

This year, distributors’ salesmen have more ammuni 
tion with which to load their selling stories. In place of 
last spring's 4-page “fact sheet,” there is a comprehensive 
32-page “retail sales plan book” offering invaluable mer 
chandising aids to the dealer. The industry display ma 


terial has grown from a poster and 4 streamers to a 72 
piece display kit, plus important supplementary material 

If a distributor salesman were going out to sell the 
campaign to one of his dealers, how would he go about 
it? Here's a formula that every salesman can follow in 
getting the how-to across to his dealer. Placing yourself 


in his position, here’s what to do 


Talk About Gift Display 


(1) The Poster. Begin the plan book in the middle 
Here's where the campaign poster comes stapled into the 
center fold. Take it out and show your dealer where he 
can use it most effectively—on the front door, on aisle 
tables, on counters, at the cash register, on store columns 
or suspended as a banner. The poster will identify his 
store with the nationwide drive and help to establish it 
as electric housewares headquarters in the community 

(2) The “Front Door” Display. The plan book shows 
dealers how to set up an electric housewares gift display 
in a good traffic location where it will catch the eye of 


Chairman, Sales Promotion Committee 
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every passing customer. In the display, he should include 
gift wrapped dummy boxes to dramatize the merchandise 
as it will appear in the gift role. A demonstration table 
should be set up near or within the display. One of the 
dealer's sales staff can take over the demonstrating job 
with a little practice. Displays should always carry signs 
to cash in on good intentions. Customers may know that 
Mother's Day is coming, but a sign will create buying 
action. The plan book contains sign copy suggestions that 
will keep dealers’ displays selling all through spring 
(3) The Display Material. Take out your samples and 
show the dealer all that he receives for his $3.95 in the 
72-piece display kit. He gets three big (22 x 28-in 


poster blowups, three (11 x 14-in.) easel-backed mounted 


counter cards, six big (10 x 24-in.) display streamers 


three (10 x 17-in.) pennant displays, fifteen 
salesmen’s badges, three narrow (6 x 33-in 
streamers and thirty-nine (3 x 4-in.) item price 
Salesmen should get an order for at least one kit from 
every dealer. Get yours in the store while the campaign 
is foremost in the dealer's mind. Last year, many distribu 
tor firms mimeographed their own order blanks for the 
convenience of their salesmen and dealer customers. These 
were also mailed out to dealers as a good follow up idea 

Tear off some of the handy red and yellow cellophane 
tape that bears the campaign theme. Attach it to a 
counter, a shelf or on an item itself to show the dealer 
how quickly he can make a gift display out of an ordinary 
one 

+) The Specific Gift Occasion Displays. Dealers 

should merchandise their displays for the different gift 
occasions. You can show him how through the plan book 
for it contains seven eye-catching displays that can be 
used in windows or interior. They have been constructed 
photographed and described so that the dealer can see 
realistically how to set them up 

(5) The Display Contest. Urge the dealer to take 
snapshots or have photographs made of his electric house 
wares gift displays and enter them in the national dis 
play contest. Let him know that he can win valuable 
nationwide publicity as well as industry awards for his 


work. Entries should include name and address of store 
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the distributor salesman should stress 
this program to his housewares dealers 


(cont.) 





customer for all of the 30 or more basic items. One of the 
most important benefits of the campaign lies in the fact 
that it promotes a// items, sells al/ items 

This year, the distributor has more talking points with 
which to enlist his dealers in this profit-making program 
Past success stories are numerous and present promotional 
material is abundant 

The core of the 1952 spring campaign is the 32-page 
retail sales plan book.” Through it, distributor salesmen 
can show their dealers in concrete terms how to inject 
more “sell” into their electric housewares departments. In 
an eight-point program, it spells out a sound selling 
formula that every dealer—large, medium-size or small 
can use to direct more gift sales into his store 

This year's sales plan also provides dealers with the 
basic, functional tools for their electric housewares gift 
advertising. Mats of more than 80 product illustrations 


and ad headlines have been sent to local newspapers 


throughout the country. How to coordinate these into 
attractive and selling ads has been blueprinted for the 
dealer through several pages in the plan book. Ready-to- 
use radio copy has also been included in the plan book 
this year 

National display and advertising contests are being 
held to stimulate a greater number of dealer tie-ins 
Here is a chance for distributors to help their dealers 
win industry awards as well as nationwide publicity and 
recognition. Separate awards will be made in each of 
the different retail classifications of electric housewares 
dealers—appliance, hardware, department store, drug, 
jewelry, etc 

Distributors can capitalize now on the millions of 
dollars being spent by manufacturers to promote the 
gift theme through their trade and national advertising 

Tie in—get your dealers to tie in—and you'll cash in 
on the year-round electric housewares gift campaign 





HOW the distributor salesman can present 
the complete program to his dealers 


(cont.) 





name of person responsible for display, type of store and 
comments on results of the display. Complete details are 
given in the plan book. Last year, many distributors held 
contests for their own dealer customers. Many are re 


peating and others adding these contests this year 
Talk About Gift Advertising 


(1) The Free Newspaper Ad Mats. Mats of over 80 
produce illustrations, art work and ad headlines are avail 
able to the dealer through his local newspaper. All of 
these mats have been reproduced in the plan book for 
the dealer's use. You can provide dealers with additional 
product mats which have not been included and any 
others which your firm supplies. Pages of layouts have 
also been included in the plan book to show the dealer 
how to integrate these mats into selling ads 

(2) The Ad Contest. An ad contest, similar to that 
of the display contest, also enables the dealer to win an 
industry award. Tell him to save tear sheets and enter 
them into the contest. Point out details in the plan book 

(3) The Radio Copy. The plan book includes radio 
spot tie-ins for Mother's Day, Father's Day, anniversaries 
weddings, birthdays and graduation. Advise the dealer to 
coordinate his radio advertising with his newspaper ads 


for the strongest impact 


Talk About Gift Wrapping 


(1) The Gift Wrapping Unit Impress upon the 
dealer the importance of gift wrapping in attracting 
and selling the gift buyer on a permanent basis. If the 
dealer is not equipped with the proper facilities, show 
him the handy gift wrapping unit available through the 
plan book. The unit contains six rolls of 20 inch paper 
and eight spools of ribbon for the various gift occasions 
It stands only 29-in. high and measures 22 x 11-in. at 
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the base. A Dennison booklet on how to gift wrap 1s 
also included or may be ordered separately 


Talk About Gift Certificates 


(1) The Gift Certificate. Show him your sample gift 
certificate and explain how this will bring in the double 
traffic of both the giver and the recipient (along with 
the possibility of an additional sale). It gives a positive 
answer to the undecided shopper and eliminates the 
chances of exchange. The gift certificates are also avail- 
able through the plan book 


Talk About Gift Selling 


(1) The Retail Salesman’s Manual. Talk to the sales 
staff yourself or have the dealer impress upon them the 
importance of suggesting electric housewares as the per 
fect gift for every occasion. The “Retail Salesman’s 
Manual” shows sales people how to sell 25 different ap- 
pliances through the tested “method” formula. It’s a 
necessity for new personnel and an invaluable aid to the 
old-timers. Prepared by more than 50 top sales and sales 
training experts, it has been made available co dealers 


through the plan book 


Talk About City-Wide Promotions 


(1) The City-Wide Promotion. The dealer can chan 
nel more gift buyers into his store by joining in with 
city-wide promotions sponsored by local electric light 
and power companies, electrical leagues or other elec- 
trical associations 

The next time the distributor salesman makes a call 
on his dealer he can remember these talking points to 
get the campaign “talking” in the store. They will speak 
for themselves in re-orders if you see that your dealers 
follow through with the electric housewares campaign! 
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The Gift Campaign in 


TO ease your job of telling and sell 
ing the electric housewares gift idea 
to dealers, a color film strip that con 
denses the campaign's essentials to 72 
the NEMA 


Electric Housewares Section 


frames is available from 


This film strip is perhaps the ideal 


way to convey the housewares sales 


program to many of your dealers— 


particularly the larger ones whose sales 
personnel could learn the full story of 
in one well 


the campaign sitting, as 


Pictures 


as those dealers who might find it con 


venient to learn the details at a night 
showing 
In any case, the film strip states the 


story step-by-step in the most under 


standable of terms—pictures 


The 72-frame film strip ‘‘Here’s Your 
Program for Extra Sales Extra 
Profits!" presents a comprehensive 
merchandising plan that will help you 
and your deoler customers sell more 
electric housewares all year ‘round. 
Here are some of the frames from the 
film strip — sans text— which indicate 
the campaign's all-inclusive nature. 
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Philadelphia 


SAM FINGRUTD (right 
contents of NEMA display kit 


Philadelphia electric housewares gr 


Ed 


up 


with 


pon 


HE way it looks now, by June, most 
Philadelphians will know just as 
much about electric housewares as 
they will about Taft and Eisenhower, 
Russell Kefauver. Not that 
the birthplace of American independ- 


or and 
ence is waning in political fervor 

its citizens are still as lively, politically, 
as they were four years ago when both 
held that 
It's just that they'll be exposed to as 


conventions were in city 
much housewares publicity as they'll 
be to the din of political drumbeating 

Here's what the electric housewares 
“exposure meter” indicates for the 
Philadelphia area 

e A concerted drive by 18 electrical 
distributors—in collaboration with 22 


manufacturers—to saturate the area 
with 1,000 window displays 

e An area-wide contest sponsored by 
the electric housewares group of the 
Electrical Association of Philadelphia 
Prizes 
will be awarded to distributor salesmen 


to stimulate this promotion 
and to one distributor executive and 
to dealers in the four classifications for 
their participation in setting up win 
dow displays and tie-in advertising 

e A contract with the local utility 
company for tie-in advertising in 131 
weekly and suburban newspapers 
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president of Everybody's Supply Cc 


Thompson 


and Fingrutd— 


Housewares 


checks 
of the 
r of the local campaign 


chairman 


and 
radio spots and commercials as out- 
lined in the NEMA plan book, TV 
spot commercials tying in Reddy 
Kilowatt with the NEMA theme, and 


two window displays 


( American foreign language), 


e A promise by the aggressive Sam 
Fingrutd, Everybody's Supply Co., that 
this year's Philadelphia Story will be 
told to the biggest audience yet or 

we'll know the reason why 

e It's No Secret—Here is 
program built 
ready smacking of unity and coopera- 
Here 18 
business rivals throughout the rest of 


an area 


on confidence and al- 
tion are distributors, fiery 
the year, sitting down together at one 


table, sharing their merchandising 
ideas with the rest 

But this unity didn’t come about in 
one session. Like any group that sud 
denly finds itself thrust into thinking 
and acting alike for the good of the 
often dif- 
And the house 


tell 


there minor 
of 


wares group will be the first to 


whole, were 


ferences opinion 
you $0 

The first problem they faced when 
they met was how to get the electric 
housewares display kit into the hands 
of the dealer. Each member was aware 
kit is a in every deal 


that the must 


By Thomas F. Preston 


ers display, but each also knew that 
the average dealer was opposed to pay- 
ing for it. Since there are no franchised 
dealers in electric housewares, no pres- 
sure could be exerred on them to buy 


the kit 


distributors as a group to buy 1,000 


The only way out was for the 
kits and then place them with their 


dealers free of charge. The proposal 


was adopted 
e Stick to the Original—Another 
snag that was unraveled at the start 
had to do with the use of these NEMA 
kits. One distributor felt that the dis- 
play kit had too many elements un- 
suited to the small dealer; another 
thought that he could have planned its 
contents to be more effective. It was 
decided that if the group incorporated 
each one's suggestions into the kit it 
would be a bulging 200-piece affair in- 
stead of the compact original of 72 
pieces. They agreed that the kit, as the 
product of many housewares experts 
whose years of experience in the field 
made them the proper spokesmen for 
the industry, would be used 
nally planned 

Another distributor whose house 
just a small portion 
felt 


would 


wares volume is 
of overall 
} 


housewares distributor 


the 
all 


his business that 
get 
House 
had 


he 


the cream and he the skim 


distributor Sam Fingrutd 
No 
pr fit s« 
will mathematically 
other distributor's 
ot 


But anything we 


wares 


the answer one distributor, 


said, “will much from this 


that he 


program 


erase any share 
Each 


more 


ill i fit } 
Wil 9en en! some course 


than another 


do now to increase the sale of electric 


housewares will eventually justify the 


time, effort and money spent here 
This 
Philadelphia program is a large-scale 
model of 1951, the 


e One Year Stronger year s 


the year before. In 


electric housewares was made 


group 


up of manufacturers only. That small 


body was confined to the five-county 


which the electrical 
operated 


area in associa 


rion Bucks, Chester, Dela 
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Promoters on a Local Level 


The Electrical Association of Philadelphia has banded together 40 manufactur- 
ers and wholesalers—headed by housewares distributor Sam Fingrutd—in what 


looks like a sure-bet promotion to make that city electric housewares-minded 


ware, Montgomery and Philadelphia 
Counties. The contest then was con 
ducted within 
responsible for about 300 window dis- 
plays. 

Now the housewares group is made 
up of distributors and manufacturers 
—40 of them. The program this year 
will be brought to the fringe areas out 
side the jurisdiction of the association 
because distributor salesmen are not 
fenced in, like the association, to the 
It was urged and 
promote 
the boundaries of 


those limits and was 


hive-county section. 
adopted that they 
tivity right up to 
their own territories 

Each member of the electric house 
wares group this year subscribed $35 
to support the program and contest 
Government bond awards will be made 
to the winners in the five county area 
Merchandise awards, donated by the 
manufacturers, will serve as prizes for 


their ac- 


winners in the outside territory 

Here’s how the contest works 

All dealers handling electric house 
wares in the five-county area are eligi 
ble to compete in the local window 
display contest. These window displays 
must incorporate the national theme, 
but do not have to be exclusively elec 
tric housewares. All windows will be 
judged from photographs and winners 
automatically be submitted to 
:MA for national judging 


will 


In all, there will be eight prizes 
totaling $800 in U. S. Government 
bonds. A $100-bond will be awarded to 
the dealer in each of the four classifi 
cations who has the outstanding win 
A $100-bond will be 
awarded to the distributor 
who enrolled each winning entry 
e Advertising Stimulus—To coin 
NEMA program, the 


electric housewares group is sponsor 


dow display 


salesman 


cide with the 


ing a contest on electric housewares 
advertising. Advertising in the two 
classifications — three metropolitan 
newspapers and in neighborhood or 


suburban newspapers—must bear the 
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theme and must be exclusively electric 


housewares. A $100-bond will be 


awarded to the winning dealer in each 
classification. A second prize of mer 
chandise will also be awarded 

A special report form must be filled 


j 


out by the distributor salesman and 


sent to the association for processing 


and analysis. Attached to this report 
are pictures of the dealer's w indow dis 
play and store interior, a copy of the 
advertising tear sheet and a resume by 
the salesman on special ideas and ac 
tivities developed by the dealer and 
himself to increase the sale of electric 
The back of four 


page report serves as the judges’ scor 


housewares each 
ing card 


To stimulate submission of these 
reports, a special prize of a $100-gift 
certificate from the men’s furnishing 
section of any local department store 
will be awarded to the distributor ex 
ecutive who passes on the 
number of these completed reports 
e Main Attraction 
mechanics of the distributor salesman’s 
job were presented to him at a kick 
off dinner month 


The meeting was directed to the dis 


greatest 


The details and 


and meeting last 


tributor salesman primarily, whose 


position in this program was described 
by one industry spokesman as “indis 
pensable.” Each was formally enrolled 
in the local program then and given 
the necessary tools with which to 


build 


man 


his stature as a “five-star sales 
The 
salesman’s kit.” Each included 


e NEMA plan booklet 


e A detailed account of the 


tools were enclosed in a 


propos 
ed local program explaining contest 


rules and the role each participating 


group is to play 
e Advertising schedule of the Phila 
utility 


delphia Electric Co—the local 


so that dealers can tie in their own 
advertising more effectively 

e A supply of postcards with which 
enroll each dealer 


the salesman can 


customer in the campaign 


window 


eo A 


display to 


picture of an average 


show the dealer 


the electric housewares grouy 


from each contestant 


Each distributor at the dinner was 
supplied with a batch of the NEMA 
display kits which he had contracted 
to buy. It was up to him to dole them 
out to his sales force in order to round 
out the complete promotion package 
But his job didn’t end there. It was up 
rules of the 


wefe 


to him to see that all the 
local 
molded into his own company’s pro- 
With house- 


wares group urged the distributor to 


national and campaign 


gram this in mind, the 
carry out the following functions 
e Set up within his own organiza 
that will further 
iiMA and the 


local electric housewares group 


tion a tie-in program 


the aims as set forth 


e Setupa good electric housewares 
display in his own place of businegs 
featuring theme and slogan 

e Make 


them to tie in with this promotion 


ot theme m 


dealer mailings reminding 


e@ Look for possible use 
cooperative advertising 

Notice cam 
paign resembles the national program, 


To Ed 


electric h 


how closely this area 


Thompson, chairman of the 


usewares group, the resem 


blance is not coincidental. Last year 


the local project was patterned after 


NEMA’s campaign in the 


‘ nly an 


same way, 


and while it was initial at 


rempt by both, both had a fair amount 


This 


each campaign have been filled in with 


of success year, the 


experience; the stumbling blocks have 
been removed by careful surveying and 
planning 
A good deal ot 

year's success, though, must be given to 
Sam Fingrutd and his company, Every 
body's Supply Co. The firm was among 
leaders in electri 


last year's sales 


housewares, and in Philadelphia, was 
the very foundation of the local house 
Ot the 


Jow displays in the five-county section 


wares promouon }00-odd win 
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Everybody's Supply was responsible for 
about 275. At the electric housewares 
award luncheon last year, the company 
stole the show by copping three of the 
six prizes awarded in the display con 
test. The company again this year in 
tends to remain on top. How? Well, to 
understand that, it would be well to in 
vestigate the character of the man who 
runs the firm 

e Mr. Everybody 
Everybody's Supply Co. From his office 


Sam Fingrutd is 


atop the counter-display room he di 


rects his organization with the zeal 
and timing of a television producer 

and with as much explosiveness and 
hustle as you'd find in any TV studio 
His 


ordinary conversation 
On a delicate subject, 


exactness is noticeable even in 
where he 
wants to stress a fine point, he'll re 
phrase his sentence sometimes three or 
four times to convey the proper mean 
ing, pausing seconds at a time for the 
appropriate word. When he gets en 
grossed in something close to his heart 


like 


apt to carry the conversation for min 


this housewares campaign—he’'s 
utes on end without stopping, getting 
his point across by tapping the desk, 
rocking back and forth in his leather 
Swivel chair or bending forward over 
his desk 
ideas to you at short range. No matter 
Where they're directed, these ideas al 
Ways hit 
&amples 
@ On the Distributor—The 
Program will go to pot if top man 
agement in any 


and machine-gunning his 


their mark. Here are a few 


whole 


distributor firm has not 
first sold itself on the housewares cam 
Paign. It’s useless to gather toegther a 
gfoup of salesmen and outline a pro 
gtam of trading our products for the 
public dollar in competition with other 
products if their own executives are 
not already in with the 


tune objec 


tives of the project. If they're not sold 


on the idea, how can they sell their 


sales forces on it—the people who will 
have to carry the whole campaign on 
their backs? 

e On the Salesman 


role cannot be stressed too often 


His important 
His 
business is selling over the counter to 
anybody who is interested in buying 
It’s not so easy as selling appliances 
He must know more lines—and know 
how much time to spend on each line 
He must not only sell, he 


must sery 


ice. He must be available to help his 


dealer customers in setting up displays 
and advertising, and assist in setting 
up demonstrations. He must be the 


dealer’s right-hand man in all matters 


78 


pertaining to electric housewares 
e On the Dealer—The 
especially when some- 


dealer has a 
long memory 
one does him a good turn. If the sales- 
man cooperates to give better exposure 


for the housewares he sells, it means 
more profits for the dealer, more sales 
for him. If the 


salesman's function 


goes beyond the sale—assisting the ac- 
count in moving the goods he already 
has in stock—the dealer will appreciate 
this and will refer his business to the 
salesman giving him the most co 
ope ration 

e On the Manufacturer 


motion 1S needed at the manufacturer 


More pro- 
level. It has come to the stage now 
where the distributor must spend less 
and less for promotion because, with a 
flxed markup on his lines, he is forced 
to cut down expenses. This situation 
manutacturers who 


is partly due to 


MORRIS FINGRUTD (left), gen. mer 
f Everybody's Supply, talks up sale 
with customer in display room 


have added entirely too many distribu 
tors to their lines. It makes distributors 
go in for other lines in order to get 
In the old days, distribu 
few 


more volume 
tion was confined to a certain 
the markup was higher and the outlay 
for promotion was that much greater 
Today, the distribution pie is cut into 
so many small pieces that it’s impos- 
distributor to 


sible for the average 


promote each line the way it should 
be promoted 
e On His Campaign—We follow the 


rest of the distributors in this cam- 
paign up to a certain point, then we 
branch off on our own and add just a 
little 


more incentive 


First of all, we train each salesman 
to approach his dealer as a consultant 
not as salesman. Instead of asking, 
What do you need?” he puts away the 
order book and talks of nothing but the 


local program and what it means to 


that the sales 


We 


man carry display material and adver 


the dealer insist 
tising matter with him when he enters 
the store. He sets the display kit on 
the counter and shows the dealer how 
each element can be used effectively in 
his displays. All he asks is that the 
dealer tie in with the program; if he 
doesn't, the fellow across the street 
will 

The dealer is then told that he will 
get all the help he needs to set up his 
displays and organize his advertising 
salesman 


and thar all the 


wants 1S an opportunity to give him 


material, 
that assistance. He hasn't even asked 
for an order yet. The time to pull out 
his book is when the dealer, now suf- 
ficiently interested in the project, de- 
cides he could use a few more house 
wares items to furnish his displays or 
when he asks about some line which 
he thinks will be in demand because 
of his displays 

Both dealer and salesman can profit 
from the time spent in rigging up the 
displays. The salesman who turns in 
12 or more window displays will be 
awarded a $25-bond by the company 
The best 


window display is given a $25-bond 


dealer who turns in the 
The salesman in the winning dealer's 
territory also receives a $25-bond from 
the company 

That's what Sam Fingrutd means 
when he says he goes farther than the 
rest 
e On the Future—The NEMA cam 
paign is one of the first industry-wide 
programs that, in its infancy, is show 
ing signs of growing pains. But suc 
cess wont come overnight It's going 
to take maybe five to ten years—or 


more—before the industry will be on 
the same footing as the candy, flower 
and other gift industries. They're a 
good example of what can be accom 
plished through cooperation. They've 


billion 


dollar ventures all because individuals 


built their industries into 


within those organizations put com- 
petitive differences aside and worked 
for the success of all. If each section 
of the electric housewares industry can 
continue to pull together during the 
and there’s no reason 
the NEMA campaign 


is a sure bet to promote that billion- 


next five years 


why they can't 


dollar market 
If I didn’t think thar, 
quit my job as chairman of NAED's 


he said, “I'd 


Electric Housewares Section faster than 
you could say Give Electric House- 
wares, First Choice for Every Gift Oc- 


casion 
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. . - by building lockers for customers who call for orders after closing time, thus providing . . . 


An Answer to After-Hour Pickups 


He. a new switch on the ancient idea of after-hour 


deposit vaults 

Instead of providing space for the customer to make 
deposit, the Tennessee Valley Electric Supply Co. in Mem 
phis has constructed outdoor supply lockers for customers 
who make pickups after closing hours 

The lockers are located under the firm's warehouse load 
ing platform, and are 28 inches by 30 inches and 10! 
feet deep. The depth is extreme in order to allow for 
the storage of conduit 
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Each of Tennessee Valley's customers is assigned a com 
bination lock which is numbered. If orders can't be picked 
up before closing time, they are put into a locker and the 
customer notified that he can pick up his order at his 
convenience 

Tennessee Valley's president, L. E. Salmon, says his firn 
is “very well satisfied with the operation” of the lockers, 
and he feels the old problem of having to remain open 
after closing time in order to serve an important customer 


has finally been licked 








He will FAIL to close because: 


@ He is waiting for a non-existent “‘psy- 
chological’’ moment to close the sale 


His heart is so strongly set on closing 
the sale that he has greatly increased 
his fear of “losing” it 


He doesn’t know certain factors in the 
proposal and the prospect knows he’s 
dodging them 


He has resorted to psychological tricks 
and asinine stunts in a futile attempt 
to “‘get the sale over with” 


He knows what he wants to sell to the 
prospect, but he hasn’‘t the slightest 
idea what the prospect needs 


Tricks Are Taboo 


GREAT deal of “guft” has been written on special 
ized techniques of closing a sale, the “psychological” 
moment of winding up your sales presentation and 
beginning to help your prospect decide to buy. The fact of 
the matter, one observer wrote, is that, “psychologically, 
there is no psychological moment; it is a popular phrase 
and a popular conception,” which he says is accepted 
only through popular usage. Actually, there are few, if 
any, psychological “tricks” which may be used to close a 
sale. There are, on the contrary, a number of tested and 
proven closing techniques which are entirely legitimate 
and practical 
For some reason or other, a lot of self-consciousness 
and fear are sometimes built up in the mind of the sales 
man when it comes to the point of closing the sale. He 
may have in the back of his mind his immediate need 
for additional commissions to pay the rent or buy mama 
a new automobile or shoes for the baby. He has set his 
heart so strongly on closing this sale and reaping the 
rewards that he has greatly increased his fear of “losing 
the sale and its profits to himself 
@ Lose ‘Face, Not Sales—Actually, though, sales are 
never lost. You can’t lose what you never had. You may 
lose time making a presentation without getting an order 
every salesman expects a certain percentage of that kind 
of thing. You may lose “face” when a prospect points 
out certain factors in the proposal which you were dodg 
ing or couldn't explain. This would indicate that you 
didn't know what you were talking about because you 
didn’t know your line. But you never lose a sale. You 


An Article in Three Parts 


just fail to close it. And the causes are obvious 
Younger and less experienced salesmen are particu- 
larly inclined to feel a bit nervous when they reach the 
point of close. As a result, some have developed a number 
of asinine “stunts” ranging from extreme high pressure 
to negative questioning. At the extreme end in this un- 
productive selling fog is the salesman who winds up his 
pitch by saying, “You don’t want anything like this, do 


you.” After all, a prospect expects the salesman to take 


the time and trouble to explain the features of his prod- 
uct and at least ¢ry to sell him something 
@ His Needs, Not His Wants—The experienced sales- 
man will start closing his sale the first minute he starts 
his sales presentation and begins to get acquainted with 
the customer and his needs. He doesn’t just ask the pros- 
pect what he wants, but rather, finds out just what his 
needs are. Only by finding out yowr prospect's individual 
requirements in the same manner will you be able to 
outline in specific form the characteristics of the “ideal 
package” for him to buy. By getting the basic informa- 
tion trom your Customer you lay the groundwork for 
summarizing the sales features of your proposal in the 
closing moments of the sale. At that time, you can then 
develop with the prospect a clear picture of the areas of 
agreement and differences or resistance so that you wind 
up with a satisfactory meeting of the minds 

By going to the trouble to find out what his individual 
problems really are, you impress upon the prospect that 
you are not just another salesman in a hurry to make a 
fast buck” but rather a professsonal salesman primarily 
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He will SUCCEED because: 


@ From the first minute of the presenta- 
tion he explores his prospect's needs 
and tries to solve his problems 


Throughout the interview he bases his 
presentation on the assumption that the 
prospect wants to buy, not just listen 


He helps him select; he doesn't persuade 
him to buy 


He shys away from questions involving 
“yes” or “no” answers and makes his 


prospect choose between alternatives 


He knows every intricate detail of his 
proposal and gears his presentation 
accordingly 


In Closing Sales 


By Edmund Mottershead 


interested in him as an individual and in his needs, sin 
cerely trying to get information so that you may serve him 
better. Once such a relationship is established with a 
customer, he will come back to you again and again for 
other needs through the years, and also make a point of 
recommending to his friends that they buy from you also 
@ Check, Then Question-—Many experienced salesmen 
attempt to start a “close” frequently during the sales in 
terview. This is done as each sales point is brought out, 
assuming that the prospect has not yet indicated a de 
cision to buy. Check and question on each point whether 
the customer accepts your explanation 

After explaining a particular sales feature, take time 
to ask: “Have I made myself clear?” If he says “yes,” you 
can assume that he is tending towards a favorable de 
cision. If he says “no,” he at least has not said “no” to 
the main proposition of whether to buy the order 

Question him further. “Is there anything else you would 
like me to tell you about this feature?” If he says “no, 
you can assume that he has all the information necessary 
for him to make up his mind. If he says “yes,” you can 
proceed to find out what else he wants to know on the 
assumption that if he were not interested in buying he 
wouldn't ask for more information 

Some inexperienced salesmen are often afraid to ask 
too many questions for fear of arousing a negative re 
sponse. The fact is, however, they are getting paid for 
overcoming negative responses, handling explanations, 
and doing a job of creative selling, rather than just for 
taking orders that “walk in the door.” Welcome a nega 
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tive response gladly. Uncover the resistance or objection 
which it indicates, and use that objection as a jumping- 
off spot for further explanation of the facts about your 
service or product 

@ “Tricks” Don’t Work 


of closing the sale is what is referred to as “closing di 


Probably the simplest method 
rectly on the question.” Particularly when you are deal 
ing with a customer who shows signs of having experience 
with salesmen it 1S unwise to atrempt any trick psy- 
chology. It is far more advisable for the professional 
salesman who has done a good job of presenting the 
salient points about a proposal to say simply: “Well, Mr 
Jones that’s the story. I believe this offer fits your situa 
tion pertectly. I certainly hope it looks as good to you 
as it does to me. What do you think of it? 

It may even be advisable to ask directly if he is going 
to accept this proposal, or it might be better to ease off 
just a bit and ask your question in the form of a direct 
statement with a questioning inflection; “You've decided 
to do this now?” This approach is widely accepted. “In 
the final analysis,” one expert wrote, “decisive push is 
more likely to reside in the phrase "You'll take this, then 
than in the query, ‘Well, will you have one of these? 

But no matter how much customers may differ in their 
needs or attitudes or in their reactions to you or your 


service, don't forget to ask for the order 


“How to close” is next. Turn the page 
and see three useful techniques ===> 





“hi, 


“May | 


t uf and 


YOU HELP HIM SELECT——then you close with 
iggest y ign this order as | have written 


then I'll proce it 


= 


od 
YOU CIVE HIM A CHOICE then you close with: ‘“Would 


n Wednesday r would next Saturday € 


more bie ¢ you 


YOU “SUPPOSE” HIS CONSENT—then you close with 
“Suppose you bought this proposal 
it in one lot or in split shipment?”’ 


would you rather have 


Close the Sale 


di HEN to close” and ‘how to close” are two ques 
Wess: that bother all salesmen at one time or 
another. We have said that the notion of a 
psychological moment” for the close is fallacious. Actu 
ally, the time to close is after the prospect has been pre 
sented with a reasonably accurate explanation and dem 
onstration of the proposal, and after it becomes apparent 
that he has been given enough help to “make up his 
mind 
But it sometimes happens that a customer shows signs 
sales talk At 


this point, the inexperienced salesman can just as easily 


of not wanting to listen to any further 


talk himself out of a sale as into 


In some instances, it is reasonable t ssume that the 


prospect should be ready to buy with further review 


of the facts or emphasis of any particular sales “point 
This is especially true where the salesman has checked 
his customer's reactions and understanding thoroughly 
during the presentation. In these situations, three types 
of closing techniques have been found useful and very 
effective 

e The assumptive technique, where you assume the 
pr SPect S$ consent 


e The secondary question technique, where, still as 


suming consent, you question your prospect on some in 
cidental point connected with | 

e Secondary question technique re, to avoid an 
tagonizing your prospect, you just his consent 
and from there you question him on ncidental point 
of the sale 
@ Not Just “Window Shopping”—In the assumptive 
technique of closing the sale, the s: ian throughout 
the interview and presentation of | iles story has 


adopted the attitude that the customer listened to him 
in order to buy, not just to look, so that when he reaches 


the closing portion of the interview he maintains this 


attitude and makes direct suggestions which clinch the 
sale 


In this same situation, you might directly Sup 
pose you spell your name for me so that I can have it 


} 


correct on our records.” Or, “What is your name and 


questions with the 
pencil and order blank either closes the sale right then 
1 say, “Whoa, young 


address, please?” Accompanying these 


or makes the customer back uj 


man. I haven't decided to buy yet 


It is obvious that such direct suggestions should be 
made tactfully. It is further obvious that the success of 
} 1] 


the method hinges upon how well issuMptive atti 


If youd rather use logical or 
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By Solving His Problems 


tude has been carried through during the earlier stages 
of the interview and how well you have explored the 
prospect's needs and sidled over to his side of the fence 
emotionally 

@ Friendly But Firm—One salesman who habitually 
uses this technique often starts his sales interview some- 
thing like this: He walks into the office of a prospect 
who has indicated a willingness to listen. He smiles, looks 
the prospect in the eye, and says in a friendly bur direct 
manner 

Are you really interested in getting an answer to 
your problem?” 

Why, yes. Why? 

“Well, my business is helping people get answers to 
specific problems. We have literally dozens of different 
products—each one designed to do certain things for the 
person who uses it. But before I tell you about anything, 
I'd like to have you tell me something about your own 
needs.” 

Resistance is the last thing the salesman expects. Right 
now his only roadblock is making the prospect tell as 
much about himself and his problems as possible so that 
he can help him pick out the product he really needs 
So far as the customer is concerned, he is “sold” before 
he even looks at any specific item 

Thus, when the salesman swings into the close, he can 
say: “May I suggest you sign this order as I have it writ 
ten up, and we'll process it immediately. When do you 
want it shipped? 

The secret of the assumptive technique is not only that 
you personally assume he is going to buy, but that you 
make him accept that assumption by getting on his side 
of the fence from the start of your conversation. You 
make your primary and obvious objective that of helping 
him select the right thing for him. Remember, you help 
him select—you don’t persuade him to buy 
@ Incidental Background—In this secondary question 
technique the experienced salesman will still maintain the 
assumption that the customer intends to buy. But he ar- 
rives at his close by asking a question or questions on 
some incidental matter connected with the sale. Such 
questions may cover any of the elements of the transac 
tion, ranging from terms of the sale, payments, time or 
other elements upon which the prospect can be asked 
to consider without forcing a decision on the main point 

Such questions should be put to the prospect in such 
a way that his decision on this secondary point will be 
entirely natural and one which can be taken as a favor 


able indication that he has reached a conclusion on the 
main question of whether or not to buy. Make him con 
centrate on the secondary points in the sale. Any decision 
he makes on those incidental questions can be construed 
as an additional favorable factor leading up to the final 
close 

After a number of these qualifying decisions have been 
made, it is usually good practice to ask the prospect when 
he would like the goods shipped. You should avoid ask- 
ing: “When would you like these goods shipped?” In- 
stead: “Would you like this delivered on Wednesday, 
or would next Saturday suit you better?” Give him a 
choice. Don't make him say “yes” or “no 
e@ Relieving the Pressure—The other secondary ques- 
tion technique assumes the consent of the prospect, but 
tones down its application. Sometimes it is apparent that 
the assumption of consent forces too much “pressure’ 
against the prospect to react favorably. Sometimes his 
resistance is too strong to use such a method without 
arousing antagonism 

In such instances, it is more tactful to suppose his 
consent and then ask your question on a secondary point 
For example: “Now suppose, Mr. Jones, that you decided 
to take this lot, do you feel that you would rather have 
it in one lot or a split shipment?” You could follow it 
with this: “Suppose you decided on split shipment, do 
you think you would like them the same size, or would 
you prefer a large first shipment and a series of smaller 
ones?’ 

The point is that by “just supposin’” you put your 
customer in a position where, in his imagination, he is 
already enjoying the benefits of having purchased one or 
the other of the proposals mentioned and is concerning 
himself with just how he can get the most benefit from 
which arrangement 
@ Give Him a Choice—This technique, when coupled 
with the secondary question method, accomplishes the 
same purpose. It makes the customer decide between al 
ternatives, either of which are affirmative, and at the 
same time, does not force him to commit himself “yes 
or “no” on the sale 

By not openly assuming his consent, you can get him 
to leap momentarily past the roadblock of decision to 
the imaginary enjoyment of the new deal so that you 
and he are again mutually working out the answers to 
his problem. You have not beaten down resistance 
you have by-passed it 

If these techniques don’t work—ask for the order 


emotional ‘closes,’ then turn the page and see how well they work => 
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Close the Sale 


By Appealing 


To Logic 


And Emotion 


E closing technique where the salesman plants him- 

Self firmly on the customer's side of the fence, mutually 

trying to solve his problems, is just one of the meth 
odg that helps close sales. There are some instances when 
thi§ technique cannot be used successfully and the alert 
salésman, sensing a change in the prospect's attitude, can 
just as abruptly make a change in his sales approach and 
presentation 

There are some circumstances when either logical ot 
emotional closes will get the best results. Basically, there 
aré three types of closing techniques that modern sales 
men find effective in these instances 

e@ Offering less desirable alternatives, where the sales 
man gives the prospect three or four choices, each less 
desirable than the proposal he intends selling 

e Building up areas of agreement and isolating dif 
ferences, where the salesman picks out the major points 
of agreement and boils the discussion down to one or two 
points of difficulty that can be satisfactorily worked out 
with the prospect 

e The “hurrah” technique, where the salesman stimu 
lates the customer's imagination by painting a glowing 
picture of the particular deal for him 
@ Listening Post—Ir is obvious that the man who takes 
time to listen to your story has something in mind other 
than idle curiosity. He apparently has some problem he 
needs solved—otherwise he wouldn't be listening to you 

He wants to change his situation. Actually there are 
three basic choices open to him: to improve his present 
situation by adding something you can provide; to change 
his present condition by adding something to the cir 
cumstances, for example, by planning certain economies 














YOU OFFER HIM LESS DESIRABLE ALTERNATIVES 


When a prospect wants t 
has more than one alternative € Jesirat than the 
new program you're selling 7 r ativ first 


then he'll be more susceptible yOur prof 4 ater 


of operation; or to step out and completely new 
set up 

There are many variations in detail, of course, but the 
alert salesman who keeps these alternatives in mind will 


] 


find them useful in bringing a sale to a successful close 


the prospect can go along the way he is now; he can im 
prove his present condition; he can change the present 
condition by adding a new element; or he can buy a new 
set-up entirely. Let's see how these 
used in practice 

Salesman Bill has been explaining his proposal t 
prospect in detail. He has established quite clearly ex 
actly what he needs and has demonstrated to him the 
set-up which apparently is best suited for his specific 
needs. It represents pretty much the “ideal package” for 
more profits for him 

Bill says: “You know, this matter is so important that 
I never urge anyone to make a hasty decision. After all 
there are lots of ways of approaching the problem which 


] 


are, no doubt, running through your mind 

Customer: “Such as ? 

Bill Well, you can always keep on as you are. | 
think we both know you don't want to do that. You 
could add something to the situation to change condi 
tions. You could make piece-meal temporary improve 
ments. Or you could give yourself the benefit of a com 
plete answer to your problems as I have outlined 

The point is that each of the alterna s are real. They 
do exist in the minds of many pr ts. But each of 
them is less desirable than th roposed new program 
To say “no 


to say “yes” to something which is perhaps better than 
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YOU BUILD UP AGREEMENTS THEN ISOLATE DIFFERENCES 


The salesman picks out the major points of agreement in the 
proposal and then boils the interview down to the one objec 
tion raised by the prospect. There are a number of ways 
then, that he can turn that objection into a selling point 


the present but certainly less desirable than the salesman’s 
proposal 
@ Keynoting the “Ideal Package”—In building up 
areas of agreement and isolating differences, the salesman 
will summarize the situation at the end of his sales talk 
by referring to the specifications of the “ideal package 
which were developed in the early stages of the inter 
view. He then goes on to point out how his particular 
proposal fits these specifications about 100 per cent 

The salesman might say something like this: “Now 
as I understand it, Mr. Jones, the features of the program 
which will be most suitable for you include He 
enumerates them. “Is that substantially correct? Judging 
from what you have told me, I think you will find that 
this proposal accomplishes all of these things for you 

This will boil the discussion down to one or two points 
of difficulty or resistance which can be worked out on a 
mutually satisfactory basis. Sometimes the summary will 
end up with apparently complete agreement with no ob 
jections. The salesman must then use that fact as leverage 
for “fair play” on the part of the customer and draw 
out from him any remaining objections that may exist 

When the summary has brought things down to one 
remaining objection or resistance, there are a number of 
ways of handling it (ELECTRICAL WHOLESALING, March 
1952). The well known “boomerang” method can_ be 
used, for example, to turn the objection into a positive 
selling point 

Another device to overcome the final objection is the 
tried and true “yes—but” method. The customer might 
object to the cost of the proposal, and the salesman reply 
Yes, but that cost is really an investment in both profit 
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YOU PAINT A GLOWING PICTURE OF YOUR PROPOSAL 


This what is Call t nurran technique. The salesman 

nmducts hi ) entation much in the same mafiner 
as the car devotes part of his appr 
vivid descript C uxurious ride. He 


ind peace of mind. You ca deny those benetits 
@ He Has the Answer—-Sometimes, when a customer 
explain 


his point. Frequently in the attempt to explain what je 


raises a final objection, it is well to ask him 


means he will answer his own objection, either directly 
or by giving the salesman enough “ammunition” to do $0 

Sometimes the salesman can overcome the final objec 
tion by pointing out that the objection is perfectly valid 

the condition exists. But the advantages of the propagal 
far outweigh this objection, and, after all, nothing is 
really perfect. Consequently, he will find it to his ultimate 
advantage to undertake this proposal in spite of its one 
flaw in his mind 

In a nutshell, this method of close says: "We agree on 
this and this and this. Now let's find your single point 
of disagreement, and when we have cleared that up, per 
haps we can do business 
@ Vivid Imagination—The “hurrah” technique appeals 
to the prospect's emotions. The salesman portrays in glow 
ing terms the personal and profitable satisfaction the cus 
tomer will enjoy by buying this particular proposal now 
He conducts his campaign much in the same manner as 
the automobile salesman who devotes a large part of his 
sales approach to a vivid description of the luxurious ride 
the sense of power, ease of handling and everything else 
he says the prospect will enjoy in his new “Glamor Eight 
He talks satisfaction. This dramatization in any sales 
makes the customer use his imagination to mental 


perience the thrill and 


satisfaction of his new pur 
This technique may fall flat. The others 
just as disappointing. But remember—when ; 


don't forget to ask for the order 














New Low Price and 18 Month Guarantee 


For General Electric 1-47 Time Switch 


PRICE LOWERED TO $11.50*. Now you can offer the best 
s@rvice and inew low price where your time switch business ts 
concerned. The General Electric T-47 is now easier to sell than ever 
before. The 15 per cent price reduction makes it possible for your 
CBstomers to save more money on each installation. Mr. F. ¢ 
Sweeney, of the Graybar Eleetrie Co... Ine... Albany, New York. 
says that “the new cost assures me, aside from my regular profit. 
additional customer satisfaction in the dependability and prestige 
of General Electric.” 


NEW GUARANTEE. If vour customers T-147 time switch 
becomes inoperative or damaged within 18 months of date of manu- 
facture, he can get an exchange at no charge. And he doesn’t have 
to wait a long time. The new G-E recommended stock plan enables 


you to give your customer over-the-counter service 


T-47 EFFICIENCY. This time switch handles one or two on-off 
operations every 24 hours. Like all G-E time switches, it gives 
easy adjustment simple installation, and rugged construction 


FOR ANY INSTALLATION that requires accurate, repetitive 
timing, you'll find a G-E time switch tailored to do the job, Order 
today from your local apparatus office. For more complete informa 


tion on the T-47. write for Bulletin GEC-578, Seetion 603-117 
General Electric Company, Schenectady 5, N. Y. T-47 TIME SWITCH sives dependable performance on 


*Manufacturer's suggested retail price any practical job requiring one on-of operation daily. 


GENERAL @@ ELECTRIC 
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this Electric Housewares 

Spring 1952 

SALES PLAN 

is sponsored by 

your favorite 
manufacturers 

all members of the 

Electric Housewares 

Section of NEMA 

American Electrical Heater Co 


‘AMERICAN BEAUTY 
Arvin Industries, inc 
‘ARVIN 


Camtieid Manufacturing Company 
BLUE RIBBON 
Casco Products Corp 
CASCO 
Chicago Electric Manutacturing Co 
HANDYHOT 
Cory Corporation 
cory” 
Dormeyer Corporation 
DORMEYER 
Oulane, inc 
DULANE” 
The Emerson Electric Mig. Co 


EMERSON-ELECTRIC 


Freldcrest Mitts Division 
Marshall Field & Co, inc 
FIELOCREST” 

The Fresh'nd-Aire Company 
‘Div of Cory Corporation) 
FRESH ND-AIRE 


General Electric Company 
GENERAL ELECTRIC 
General Mills, Inc 

Home Appliance Dept 
BETTY CROCKER 
Hamilton Beach Company 
Ow of Scowill Mtg Co 
HAMILTON BEACH 


The Hobart Manufacturing Co 
KITCHEN AID 
Knapp Monarch Company 
aM 
Landers, Frary & Clark 
UNIVERSAL 
National Pressure Cooker Co 
PRESTO 
Natronal Stamping & Electric Wks 
WHITE CROSS 
Nesco, Inc 
WESCO 
Norwich Industries, Inc 
INFRALECTRIC 


' 

Oster Manufacturing Co, John ' 
OSTER ' 

Proctor Electric Company ; 
PROCTOR ' 

Reeves Ely Laboratories, Inc - 
WARING DURABILT ’ 

Rival Manufacturing Co ’ 
STEAM-O-MATIC 4 
Samson United Corp ' 
SAMSON” ' 

The Silex Co. : 

SILEX ' 
Toastmaster Products Division ; 


McGraw Electric Compan 
TOASTMASTER 


US. Mfg. Corp. 
US ELECTRIC” 


Westinghouse Electric maa 
WESTINGOUS! 


Stimulate your electric housewares 
sales with these three-color posters, 
streamers, pennants, counter cards 
and item price tickets. 72 pieces . . . 
enough to stage a record breaking 


spring sales jamboree. 
SEND IN YOUR 


ORDER COUPON TODAY. 


ELECTRIC HOUSEWARES SECTION - 





FOR MOTHER'S DAY - FATHER’S DAY 
WEDDINGS + SHOWERS - ANNIVERSARIES 
BIRTHDAYS AND EVERY GIFT OCCASIPN! 


24,854 retail stores tied in with the 1951 Electric 
Housewares Gift Campaign sponsored by NEMA 
Electric Housewares Section. This year it is big 
ver and better than ever —with a concrete, down 
to-earth, grass-roots program. A 32 page Spring 
Sales Plan Book, complete with details of what 
to-do and how-to-do-it and including a three 
poster has already been mailed to dealers 
tributors and others concerned with 

of electric housewares 

SPRING ag SALES ARE gy SALES! 

IN AND CASH 


NATIONAL 
155 East 44th Street, New York 17, N. Y. 
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Up. eh 
Were s separ ee 


Tie-in your store with nation-wide, industry-wide campaign to make 


ELECTRIC HOUSEWARES GIFTS FIRST CHOICE 


ORDER; NOW THE BIG OFFICIAL 

DISPLAY KIT... ONLY $3.95 

Here is everything you need to get 

on the bandwagon for extra sales 
. extra profits. 


SEND COUPON BELOW FOR YOUR FREE OFFICIAL PLAN BOOK 
ELECTRIC HOUSEWARES SECTION 


National Electrical Manufacturers Association 


155 East 44th Street, New York 17, N.Y 


Nore 


4ddress 


| City 


ELECTRICAL MANUFACTURERS ASSOCIATION 





tes lahe aLOQOK atthe inside of a 
WAREx...:.6FUS 


at 


Double Fibre Bridge Assembly 
increases strength 10 times 
Maintains perfect alignment. 


ity. 'y 3 parts 
to handle in 
re link. 


new! 


GAS VENT HOLES 
AT.BOTH ENDS 


WARE ‘FUSE CORPORATION 
4420 W. LAKE ST. fel iley \cleomyy Sala 
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TRUMBULL 


New insulating material 


MAKES PANELBOARD SALES! 


The base of this pane Iboard interior is made of Plastisol the first time 


this amazing plastic material has been used for this purpose 

Here are some reasons for your recommending Trumbull’s new NLTQ Pan 
elboard to vour customers 

Plastisol has very high thermal conductivity and is an excellent radiator of 


heat. ¢ opper bus bars encased in Plastisol run 10 cooler than in open air! 


SALES POINTS THAT OUT-SELL OTHER INSULATION 
Other Plastisol advantages making it superior to all other types of insulation 
for this purpose include its ability to resist acid and alkali, high temperatures 
(not harmed at 212 F). tracking and carbonizing. It will not shrink or become 
brittle. even at minus 30 | 
Trumbull’s Plastisol base is Underwriters’ Laboratories. Inc. approved and 


endorsed by the Electrical Council 


DEPARTMENT OF GENERAL ELECTRIC COMPANY 
PLAINVILLE, CONN. 


ELECTRIC 


vet 
ANOTHER TALKING POINT IS TRE 
BREAKER —Trumbull’s new NLTQ 
Panelboard introduces the first p/ag 
n circuit breaker with quick-make 
quick-break operation. Other fea- 
tures: both thermal and mag ; 
protection trip-tree 
type silver plated copper pl 
tacts all ratings physically inter 
changeable. Adjacent breakers are on 
alternate phases issuring balar ed 


loads and circuits 


Y) save 


YOUR CUSTOMERS WILL LIKE QUICK 
INSTALLATION | Interior is mounted 
in box by compression springs 
which permit easy release for removal 
Springs also permit lining ip fronts 
regardless of uneven box installation 
frumbull NLTQ panelboards with lug 
or circuit breaker mains come in ca 
pacities up to 225 amperes in a range 
of 4 to 42 circuits. Write for Bulletis 
rEB-14, 








Distributors acclaim 


hvcnmg 


POST 


The Key Line Club News goes to the nation’s 
top electrical distributors. It provides them with 
information on appliance advertising to appear 
in the Post and gives them tips on appliance 
merchandising to pass on to their dealers. The 
response has been sensational. Here are ex- 
cerpts from some of the letters distributors have 
written about this service: 


“] have just finished reading your Key Line Club News 
and think it is tremendous. Would it be possible for you 
to mail me five more copies?” 

City Electric Company, Syracuse, New York 


“Several of the merchandising ideas suggested have been 
Most helpful. Would it be possible for you to send us 50 
pies for distribution to the men?” 

Peirce-Phelps, Inc., Philadelphia, Pa. 


“We would like very much to be placed on your list to 
receive 50 copies so that I can pass this highly interest- 
ing and informative bulletin on to our entire sales force.” 

The Sampson Company, Chicago, III. 


“The Key Line Club News is very beneficial and has tips 
on good promotions. Would you give us permission to 
reprint portions in our regular sales bulletin, which is 
sent to our appliance dealers?” 

Raybro Electric Supplies, Inc., Tampa, Fla. 


“I look forward to each copy for the valuable and help- 
ful ideas that are presented.” 
Midland Electric Company, Cleveland, Ohio 


‘“‘We have put into use several of the ideas that have 
been presented, with excellent results. Would it be pos- 
sible for us to receive eight copies to cover the sales 
managers of our various lines?’ 

Thomas Distributing Company, Los Angeles, Calif. 





newsletter 


THE 64 
- TURDAY 
EVENTS 


Key Line Club Ne 


ws 


ICE Cups 

ICE BREA 
KERs 

WBerator sates witn $1 Hes 





“There is so much sales meat in this publication that I 
hope it is possible for me to get additional copies to dis- 
tribute to my five salesmen.”’ 

General Electric Supply Corp., Kalamazoo, Mich. 


“I was very much impressed with your Key Line Club 
News and wonder if it would be possible for us to receive 
12 copies of each issue.” 

General Electric Supply Corp. Portland, Me. 


‘We were quite pleased to see our Brownsville, Pa., story 
in the Key Line Club News. Would it be possible to get 
five more copies of this issue?”’ 

Westinghouse Electric Supply Co., Pittsburgh, Pa. 


“We like your Key Line Club News. It’s a grand idea 
and a real service to those in the merchandising business.” 
Westinghouse Electric Supply Company, Miami, Fla. 
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gt l WHEN YOU SPECipy ee. 


od 


Fleuvr-O-Lier 
fixtures are certified 
by Electrical Testing 
Laboratories, Inc., as comply- 
ing with rigid specifications 
covering electrical and 


mechanical construction. 





THESE 4 ADVANTAGES. ASSURE fbding Satahacton WHEN YOU SPECIFY FLEUR-O-LIER 
—, v 


WManufacturers 
2116 Keith Building ° Cleveland 15. Ohio 
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Through advertising ie 
ghese manufacturers are delivering 
regularly your basic eaene ced - 
9 your best customers and prosp 
Quickly and simultaneously a 
their advertising - - . Your legman 
Tileague boots - - - 
thousands o} doors, ar “0 
apd builds strong preference K 
the lines you sell. This 
advertising effort permits you 4 ; 
concentrate on the important job © 


getting the ¢ 
fe makes your cal 
your efforts far more P 


Remember too that your “legman 

= / eeps. 
i¢known by the company he k » a 
That's why these manufacturers a 


CTRICAL 
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arouses interest 


yrder 
ls more productive 


rofitable. 


-cted ELE 

a fe TION AND MAINTENANCE 

rocarry their advertising. They know 

ceived — has proved 

acceptance the only — - the 

field which is paid for and read by ; 

more than 24,000 verified electrical 
ectrical men, 


itis well re 





industrial el 
e shop owners 
rical engineers. 


contractors, 
motor servic 
and consultung elect 
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A McGraw-Hil 


92 


th 7 League Boots 








Anaconda Wire & Cable C 


c 
Boston Woven Hose Rubber 


Bull Dog Electric Products Co 


Champion DeArment Tool C« 





du Pont de Nemours & C 
E. I 


Economy Fuse & Mig C€ 


G & W Electric Specialty 





Advertising in the March Issue of 


ELECTRICAL CONSTRUCTION AND MAINTENANCE 


General Electric Co 
Construction Mater 


Fourth Cover 


General Switch Corp 


Gibson Manufacturing Co 
Gould-National Batteries 
Graybar Electric Co., In 


Greenlee Tool Co 


Guth Co., Edwin F.. The 


Haartz-Mason, Inc 


Hazard Insulated Wire Works 


Hoover Co., The 


Ideal Industries, Inc 
IUinois Elec. Porcelain € 


Industrial Electronics Corp 


International Register C 
I-T-E Circuit Breaker 
Jackson Electric C 
Jefferson Electric 
Jenkins Bros 
Johns-Manville Corp 
Jones Metal Products ( 
Joy Mfg. Co 


Co 


Kayline Co.. T 

Killark Electric Mfg. € 
Klein & Sons, Mathias 
Kohler Company 
Krueger & Hudepot 


Leader Electric C 

Leviton Mfg. Co 

Linde Air Prod C« T 
Union Carbide & Cart 

Lint. Clyde W 

Litecontrol Corp 


Martindale Elec. Co.. The 
McCabe Powers Auto Body Cc 


McGill Mfg. Co 
McGraw-Hill Book Co 
Metalcraft Products Co 


Midwest Electric Mfg. Co 


Minerallac Electric Co. 


Minnesota Mining & Mfg 


Mitchell Mfg Co 
Monarch Fuse Co.. Ltd 
Morrison Steel Prod. In 


Murray Mfg. Corr 
Okonite Co., The 

Onan & Sons, Inc. D W 
Oster Mfg. C The 


Paine Co.. The 


Paranite Wire & Cable Div 


Essex Wire Corp 
Pass & Seymour. Inc 


Penn Fluorescent Light Mig 


Wm 
Penn. Union Elec. Corp 
Pyle-National Co.. The 


Pyramid Instrument Cor 


Quijada Too! C 


Rakit Corp 

Ramset Fasteners, Inc 

Rawiplug Co., Inc., The 

R. C. S. Tool Sales Corp 


Reliance Automatic Lighting C 


Republic Steel Corp. 
Revere Electric Mfg. Co 
Ridge Tool Co., The 
Robot Appliances, Inc 
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Rockbestos Products Corp 

Rodale Mfg. Co., Inc 

Roebling Sons Co., John A 

Royal Electric Co 

Russell & Stoll Co., Inc 

S & C Electric Company 

Sherman Mfg. Co., H. B 

Signal Engineering & Mfg. Co 

Silvray Lighting, Inc 

Simplet Electric Co 

Simplex Wire & Cable Co 

Smithcraft Lighting Division 

Snap-On-Tools Corp 

Spang-Chalfant (Div. of The 
National Supply Co.) 


Square D Company Third 
Standard Transformer Co., The 
Steel & Tubes Division 18 


Steel City Elec. Corp 
Sterling Electric Motors. Inc 
Sticht Co.. Inc., Herman H 
Sylvania Elec. Products, Inc 

180 
Syntron C 


Tal Bender. Inc 

Thomas & Betts C 

Toledo Pipe Threading Mach. Co 

Tork Clock Co., Inc 

Trade-Wind Motorfans, Inc 

Triangle Conduit & Cable Co., Inc 

Trumbull Dept neral Electric 
Cc 





Ce 
de & Carbon Corp 
Air Prod. Co. Unit 
caffolds 








fie) a 
Weller Electric Corp 
Westinghouse Electric Corp 
Lamp Division 124 
Westinghouse Electric Corp 
Lighting Divisic 
Westinghouse Electric Corp 
Pittsburgh 17, 40, 41. 47 
Weston Elec'l Instr. Corp 
Wheeler Reflector C 
Where To Buy 
Wiley, Inc. R. W 
Wiremold Company 
Wodack Electric Tool Corp 





Youngstown Sheet & Tube C 
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U.S. Electrical Wires and Cables 


for every purpose 




















Bots power houses to homes, from mines to mills, 
[rom farms to factories — United States Rubber Com- 
pany has Electrical Wires and Cables to fit every need. 
Where dependability, long life and economy are essen 
tial, U.S. Rubber has the answer to almost any wiring 
problems your customers may meet 

U.S. Rubber pioneered in developing Laytex® Insu 
lation made of 90°% pure natural unmilled grainless 





U.S. ROYAL PORT- U.S. LAYTEX CON- U.S. POWER CABLE : 
ABLE CABLE. Before TROL CABLE. Insu Insulated with co rubber. From U.S. Royal Portable Cords and Cables 
any construction of lated with 90° pure rona resistant Us . . . monsees , . 

U.S. Royal Port natural unmilled korona or Butyl Aluminum Wires and Cables, Service Entrance and 
able Cords or grainless com compound, these Drop Cables, to Power and Underground Cables, the 
Cables is offered pound, whose insu cables offer an un 

to the trade, it is lation resistance beatable reliability U.S. Rubber line includes Electrical Wires and Cables 
put through a series improves in wet lo on overhead and ) “Ve -<Crintio » cable . MS 
SF eaead anaaiih come ek ag Pig nt Piatt? oP of every description, including cables fitted to IMSA 
laboratory tests that reported failure in voltage power ap Specifications for traffic, fire and police needs 

are ee depend- ist nt par of plications in wet or . 

oe — = Bete ns IR gy = an “oe roe tea Get the facts on this profitable business. Write today 
to address below for detailed literature 

















PRODUCTS OF 


UNITED STATES RUBBER COMPAN Y 


Electrical Wire and Cable Department + 1230 Avenue of the Americas, New York 20, N.Y 


April, 1952—ELECTRICAL WHOLESALING 








CTIONABLE HOM 


e to advanced 


Precision 
nufacture 


CERTIFIED §wiGny IN 
WEIGHT 2s 
a 


JEFFERSON 


254-511 BALLAST 
for Series Operation of Two 96TI2 Lamps 430MA 


® Specialists for over 35 years in the design and manufacture of trans- 
formers and ballasts, Jefferson engineering design, research, and experi- 
mental work has been constantly directed to achieve the highest uniform 


White and red leads connect to one 
quality. Equally important are Jefferson's facilities and skills gained 


lamp,—black and blue to the other 
through long experience in making superior electrical products. 

The new Jefferson Series Sequence Ballast meets all requirements of 
the proposed American Standard Association Test Specification C82.1. 
It is cooler operating, delivers full rated wattage to the lamps with low 
watt loss, operates with no objectionable hum, and assures full brilliancy 


from both lamps. Positive starting is provided at voltages aS low as 





106 volts—with no detrimental effect on lamp life. 











LAMP 
USE CUT-OUT LAMP JEFFERSON ELECTRIC COMPANY Bellwood, Illinois 


HOLDERS ON LINE SIDE 
In Canada: Canadian Jefferson Electric Co., Ltd., 384 Pape Ave., Toronto, Ont. 
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SIGN OF WELCOME to Essex Electrical League 7th Annual dent, Essex Electrical Manufacturer 
Industrial Exposition is held (left to right) by H. J. Hanbury , EEL president: Bob Johnsor 
(of Westinghouse), president of the New Jersey Council of tion chairman; C. McKew Parr 

Electrical Leagues; Granville White (Thomas G Bett presi Ele al vice president and chairr 


Seen at Newark's Electrical Exposition 


Over 50 manufacturers exhibited in 


AULTFINDER the Essex Electrical League's 7th 


Annual Industrial Exposition re- 


cently at the Mosque Theatre in 
Newark, N. J. Lasting four days, 
the exposition was termed the 
league's best attended and most 


successful. 
GEORGE M. PARR, president of Parr ROSS MILLER, of M 


Electric Co., of Newark New Brunsw t 


NORMAN N. KRUC pauses lon nough in his note taking Cc. W. 
on highlight f the show t¢t > with Joseph Siegel. Both trical 


are from Reliable Electrical Newark 
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M-100 To Stretch Home Starts 


e New order 


is expected to make possible building of 


800,000 or more houses during 1952 


e Restrictions on use of steel are eased by new set of 
rules, while copper is tightened 


OUSING restrictions shifted to a 
new and practical basis last month 
with the issuance of Order M-100. Fol- 
lowing industry suggestions, the Hous- 
ing and Home Finance Agency and 
NPA brought out a set of rules that 
home builders can follow in stretching 
critical materials to cover 800,000 or 
more new starts this year 
Basically, the biggest change in the 
new order sets a limit on use ot con- 
trolled materials in self-authorized 
houses. In M-100, quantity limitations 
apply equally to self-authorizing or 
purchase orders and to use of con- 
trolled materials in the structure 
@ HHFA Approval Needed—Here 
tofore a home builder could dip into 
his pre-CMP inventory to supplement 
materials 


the self-authorized going 


into a house. Now the use of con- 


trolled materials is definitely limited, 
whether the materials are taken out of 


long-standing inventory or acquired 
through self-authorized purchase or 


ders 


a house requiring controlled materials 


This means that you cannot start 


limitations without 
first getting approval from HHFA 
As before, the self-authorizing pro 


in excess of the 


cedure applies only to houses contain 
ing from one to four family units 
M-100 as finally issued puts the self 
entirely in 


authorizing — limitations 


terms of quantities of controlled ma 
terials. Restrictions on floor area and 
number of bathrooms were dropped 
along the way. Also discarded was a 
formula for self-authorizing steel and 
copper on a graduated scale 

@ Steel Restrictions Eased By 
comparison with the old regulation, 
M-100 eases the restrictions on use of 
steel and tightens the restrictions on 
use of copper. However, the limita- 
tion on copper for wiring is not re- 
duced, and special provision is made 
for areas where local building codes 
tubing for under- 


require copper 


ground water service connections. 
Also, the new order allows an addi- 
tional 15 pounds of copper per dwell- 
ing unit for houses with electrical 
energy heating systems. 

Here are the limitations 
builder may 
and use controlled materials in single- 
family to four-family houses: 

e If the house is to be equipped 
with a steel pipe water distribution 
system, he may use up to 2,300 pounds 
of steel and 35 pounds of copper per 
dwelling unit. Where local building 
codes require Type B or K copper 
tubing these limits 


within 


which a self-authorize 


underground, 
change to 2,135 pounds of steel and 
80 pounds of copper 

e For a house with a copper pipe 
water system, up to 1,950 pounds of 
steel and 135 pounds of copper may 
be used. Where Type B or K copper 
tubing is required underground, this 
copper limitation is raised to 145 
pounds 

e For alterations and additions to 
existing houses, he may self-authorize 
up to 50 per cent of the amounts of 
allowed above, 


controlled materials 


per dwelling unit. But here, too, he 
is allowed extra materials for certain 
requirements. Thus, if he 


house that has never been wired be- 


is wiring a 


fore, he may use up to 17!2 pounds 
additional copper. And, if the builder 
is installing the first plumbing sys- 
house has ever had, he 
self-authorize an additional 250 


pounds of steel water 


tem that a 
may 
steel where 
pipes are used or 125 pounds of steel 
and 50 pounds of copper where the 
water system uses copper tubing 

@ For Alterations—These quanti- 
ties apply, of course, to alterations 
and additions that don’t create any 
new family dwelling units. Where ad- 
ditional units are created, he may self- 
authorize the same quantities as are 
allowed for building new houses. 


Like the previous order, M-100 bars 

the self-authorizing of any structural 
steel under the carbon steel allowance. 
But it permits the builder to buy and 
install all the foreign and used steel 
he wants—including beams, angles and 
other structural shapes—provided he 
can still keep his project within the 
copper allowance. 
e Aluminum Ban Lessened—M- 100 
lifts the ban on aluminum just a trifle 
Looking forward to the day when he 
may be able to get aluminum con- 
ductor more readily than copper wire, 
the new order allows the buyer to sub- 
stitute the lighter metal in the pro- 
portion of 1 pound of aluminum for 
2 pounds of copper 

Houses containing more than four 
units have to be authorized under 
Revised CMP Regulation 6, in the 
same as before. If the builder 
wants to start an apartment house, he 
CMP-4C application. 


way 


should file a 


OPS Changes CPR 7 Rules 


The Office of Price Stabilization has 
eliminated the requirement that re- 
tailers prepare current records of ini- 
tial percentage markups or current 
records of gross margins and make 
regular reports to that Government of- 
fice. Amendment 15 to Ceiling Price 
Regulation 7 said that experience has 
shown that the value to OPS of the 
information supplied by these reports 
is not great enough to justify the difh- 
culties encountered by retailers in pre- 
paring these reports 

Section 53 of CPR 7 originally re- 
quired retailers to compile these rec- 
ords and submit them to OPS. It was 
thought then that these record keep- 
ing and reporting provisions would 
be the only sure way the agency could 
check and measure future increases or 
decreases. Their elimination now, OPS 
said, makes full compliance with the 
regulation less burdensome for the re- 
tailer without in any way lessening 
the efficiency of the regulation in sta- 
bilizing prices at the retail level. 

Retention of those provisions of 
Section 53 requiring retailers to re- 
port and preserve for inspection base 
period records of initial markups or 
gross margins has been found to be 
the best yardstick by which OPS can 


measure the fluctuations of prices. 
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———"NEW PRODUCTS 


REVERSIBLE FAN 


Berns Mfg. Co., 2278 Elston Ave., 
Chicago 14. 





Adjustable exhaust window ventila 
tor is equipped with electrically re 
versible motor for both exhaust and 
intake It is primarily designed 
tor use where permanent installation 


is not desired 


use 


The unit has adjust 
able sliding side panels with a three 
wing Clover leaf blade 


ELECTRICAL TUBING __ 


Irvington Varnish and Insulator 
Co., 6 Argyle Terrace, Irvington 


11, N.J. 


Manufacturer claims new type of 
electrical tubing will withstand ex- 
posure of 200 hours at 200-degrees 
Centigrade without embrittlement. It 
is made of glass braid, coated with 
silicone rubber, using a special multi 
ple coat process to insure uniform 


coating and roundness 


as ~~ 
RADIANT HEATER 


E. L. Wiegand Co., 7544 Thomas 
Blvd., Pittsburgh 8, Pa. 


Glareless, all-metal, electric radiant 
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comfort heater can be used outdoors 
for such operations as truck and box 
car loading, receiving and shipping 
lesk work, watchmen’s houses and 
some maintenance jobs. It can also be 
used indoors, in such places as large 
open rooms in poorly insulated build 
ings. The unit has a 6-inch length of 


BX cable and plug and two movable 
mounting clamps and_ bolts 


CONTROL STATION __ 


Square D Co., Detroit 11. 


Oil-tight control station in 6, 9, 12, 
and 16 unit sizes features a hinged 
cover to facilitate wiring and main 
tenance of individual oil-tight con 
trol 


rool 


cast enclosure provided with a com 


units. Designed for machine 


service, the control station has 
position gasket between the box and 
cover to insure ‘an oil-tight seal. Boxes 
are provided with bosses for conduit 


entry at convenient locations 


! 
LIGHTNING ARRESTER 


Hubbard and Co., 6301 
St., Pittsburgh, Pa. 
Ot 


rester features a twin exhaust to pro 


Butler 


horizontal design, lightning ar 


vide maximum surge capacity. It has 


1 Maximum voltage rating of 18,000 





PLASTIC-HANDLE IRON 


Clark, New 


Landers, Frary & 
Britain, Conn. 


Iron with plastic handle features a 


thermostat that automatically main 


tains correct heat and dial to give 
quick choice of heat for any fabric 
Large 28-square-inch ironing surface 
is finished in polished chromium. It 


weighs just under 4 pounds 


INDUSTRIAL LUMINAIRE _ 


Westinghouse Electric Corp., 306 
Fourth Ave., Pittsburgh 30 


A streamlined version of a long-singe 


luminaire 
two 


standard design, this new 


is suitable for the operation of 
ited at 
feature is 

he vily 


gusseted section which covers more 
than half of the 


T 17 mogul fluorescent lamps 


85, 90 or 100 watts. A new 


a rigid lampholder support 
socket and assure i¢ 


curate lampholder spa 


ing 


CONNECTOR _ 


Titeflex, Inc., 500 Frelinghuysen 
Ave., Newark 5, N.J. 


Lightweight connector allows 


unlim 


(Continued on page 99) 








dy 
“No cHargle Holds — No Grunts, 
No Groans” a 


MONROE 
5000 SERIES 





No husky bruisers are needed on your crew when you work with Pittsburgh 
Permaflector Lighting Units. All parts fit together easily, quickly, com- s 
pactly. Fluorescent Units are wired complete, ready to install; knockouts ‘ a © 
for lead wires and mounting are clearly marked; inline installations can | 
be aligned perfectly. Incandescent Units are simple to assemble into 4 pa Bay gu 
desired arrangements and combinations for every lighting need. Standard EFFICIENT LIGHTING 
Units are available to fit into fluorescent troffer and luminaire assemblies. 
Next time—whistle while you work. Use time and labor-saving 
Pittsburgh Permaflector Lighting Equipment. 


ALL YOU MOUNT 
1S A BARE CHASSIS 


| Sy 
pe Pittsburgh Reflector Company  e2::x2::rszsezns0 


wise adjustment, 


407 OLIVER BUILDING - PITTSBURGH 22, PENNSYLVANIA dei 


Menvutecturers of Fiverescent and Incandescent Lighting Equipment 
DISTRIBUTED BY ELECTRICAL WHOLESALERS EVERYWHERE PERMAFLECTOR LIGHTING ENGINEERS IN ALL PRINCIPAL CITIES 
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NEW PRODUCTS 


ited wiring arrangements. Its design 
eliminates clamps and permits easy 
changes in wiring arrangements, ac- 
cording to the manufacturer. In as- 
sembly, the terminals can be removed 
from the block to solder or crimp the 
wire or wires to the end of the ter- 
minal. The connector is furnished in 
17 shell AN 


sizes 8-36, inclusive 


sizes, conforming to 


SPOTLIGHT 


Amplex Corp., 
Brooklyn 1, N.Y. 
All-angle spotlight can be used in 
window displays, shadow boxes, show 
cases and for variety of highlighting 
applications. It is made of one-piece 
aluminum with permanent - satin 
finish. The light rests on a flocked 
tripod base, and is adjustable to any 
angle. Designed to accommodate a 
PAR 38 spot, flood or colorbeam 
reflector lamp, the light is equipped 
with a 6 foot cord and plug. 





111 Water St., 


CONNECTING DEVICE 


Arrow-Hart & Hegeman Electric 
Co., Hartford, Conn. 


Current carrying device locks in posi- 
tion and prevents accidental discon- 
nects. It is installed in the same man- 
ner as an ordinary connecting device 
but assures a positive lock by a 
simple twist of the cap in the con- 
nector body or receptacle. 
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KITCHEN FAN removing and cleaning is made 


removabk 


grille, held in place by a large thumb screw that attaches to the motor 


Motor and aluminum blade 
slips in and out of the housing 


are mounted on a three 


point bracket that 


NuTone, Inc., Cincinnati, Ohio. 


=NEW PRODUCT BRIEFS= 


GAS STATION FIXTURE — De- 
signed for overhead island illumina 
tion in gas stations, lighting unit has 
mounting sleeve of heavy cast iron 
and 3-inch pipe mounting 
Glass panels are mounted in water 
firmly held 
against wind pressure and vibration 


column 


proof hinged frames, 
by thumb screws. Leader Electric Co., 
3500 N. Kedzie Ave., Chicago 18 

PORTABLE GENERATOR — Gas 
engine driven, portable electric gen 
erator comes in three general ratings, 
1,000 1,250 and 1 115 
volts, 60 cycles, ac iS Suit- 
able for many 
of building contractors, resort cabins, 


emergency repair trucks, flood 


350 watts, at 
Generator 
power requirements 
lights 
W incharger Corp., Sioux City, lowa 


RESET STARTER—Automatic reset 
fluorescent lamp starter is designed to 
cut out a failed lamp and provide auto- 
matic resetting of the cutout for nor- 
mal operation when a new lamp is in- 
stalled. It also protects ballasts from 
overheating. Sylvania Electric Products 
Inc., 500 Fifth Ave., New York 18. 


WINDOW VENTILATOR—Case 
ment window ventilator is adjustable 
majority of Casement 
Ir has a@ 
10-inch aluminum blade designed es 


so that it fits the 
windows now on the market 
pecially for casement window applica- 
tion. Chrome-Ever Co., 1150 Broad 
way, New York | 


HAND PYROMETER—New 


pyrometer 


hand 


with two scale ranges for 


the rapid and convenient measure- 


ment of surface, liquid, gas and 


molten-metal temperatures is useful 


where temperature detector does not 


need to be installed permanently 


General Electric Co., 


N. Y 


Schenectady 


CABLE 


cable 


SUPPORT—New type of 
and conduit seal fills 
need for supports which provide for 
extensions and for horizontal installa 
tions. The dual-purpose support and 
seal not only supports cables but also 
prevents water flowing down the 
cables into the conduits. The Adalet 
Mfg. Co., 14300 Lorrain Ave., Cleve 
land 11 


support 








CLARK Bulle- 
tin 6018 Size 
2 Type “CY” 
Magnetic 
Combination 
Starter with 
Safety Switch 


rey 
/NEERED ELECTRICAL CONTROL - 





START 


using CLARK Bulletin 6018 and 6020 
Type “CY” Combination Starters which 
combine a Safety Switch or Circuit 
Breaker and Motor Starter in one cabinet. 


STOP 


the extra cost of installing and wiring 
separate Safety Switches or Circuit 
Breakers with Motor Starters. 


START 


saving time and insuring production by 
using CLARK Type "CY" starters for 
your AC motors. 


STOP 


high cost caused by time out for mainte- 
nance and repair. 


CLARK 


Type "CY" starters are engi- 
neered and built for rugged 
service — for more time ‘on 
the job’ and less “time out 
for repairs and maintenance.” 


Available in all types of 
enclosures to meet every 
industrial requirement. 





CLARK Bulletin 
6020 Size 2 Type 
“CY” Magnetic 
Combination 
Motor Starter with 
Circuit Breaker 


All New Design 


Clark Type “CY” Starters Sizes 2 and 3 are 
equipped with strong multi-turn magnetic 
blow-out coils and twin-break contacts. Con- 
tacts aie of a special silver alloy selected 
for its high melting point, non-welding and 
arc-quenching properties. Contacts require 
no cleaning. 

i 


New Arc Quenching Principle 


The arc in Type “CY” starters Sizes 2 and 
3 is extinguished by the effect of the blow- 
out coils, concentric with the contacts. The 
stee] arc chamber and center stud (colored 
green in sketch above) form the magnetic 
field which rotates the arc—either lengthen- 
ing or confining it. Since the arc moves 
continuously on the contact surfaces, burn- 
ing and pitting is minimized and contact life 
greatly increased. 


The CLARK line is the ideal line for Distributors. 


tHe CLARK CONTROLLER co. 


1146 EAST 152N° STREET, CLEVELAND 10, OHIO 
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News 
From 


By William C. Pirie, 


Public Relations Manager 


National Association of Electrical Distributors 


NAED SCORES UNETHICAL 
TV ADVERTISING 


At the close of the Radio and Tele- 
vision Committee meeting on Febru- 
ary 15th, Chairman Raymond Rosen, 
Raymond Rosen and Co., Philadel- 
phia; NAED President W. G. Peirce, 
Ir, Peirce-Phelps, Inc., Philadelphia 
and Executive Director Chas. G. Pyle 
held a press conference to present the 
association's attitude toward present 
unethical TV set advertising in news- 
papers 

Urging the restoration of truth to 
advertising, Mr. Rosen pointed out the 
practice of some TV dealers who do 
list clearly excise taxes and war- 
in their advertised prices. It is 


not 
ranty 
the opinion of the association that, in 
the interest of the purchasing public 
the advertised price of any TV set 
should be the selling price 
Mr. Rosen also stated that associa 
tion members have been urged to work 
with their local better business 


make sure that the public 


closely 
bureaus to 
is not misled 

Public 


must not 


confidence in television 
be undermined through un 
advertising 


ethical practices Mr 


Rosen concluded 


AREA MEETINGS 


The program of area meetings rolls 
merrily along with ones being held at 
Tampa, Cleveland and Buffalo in Feb- 
ruary and March. Members and their 
key executives have attended in large 
numbers these important meetings 
where the discussions have centered 
around the government alphabetical 
organizations, N.P.A., O.P.S., et al 

There seems to be a restrained air 
of optimism expressed at these meet- 
ings despite some shortages of com- 
modities. Putting all opinions together 
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makes a picture of a high volume of 
sales in 1952 

A common 
these meetings (and at the commodity 


conclusion reached at 
committee meetings as well) is that 
there can be no restriction of selling 
effort in 1952. Fact is, a mighty high 
order of salesmanship is going to be 
required in the months ahead with the 
sales honors going to those distribu 
tors who carefully plan and accelerate 


their sales programs 


SALESMEN'S HANDBOOK SHEETS 


The association's program on sug 
gested standards for salesmen's hand 
book sheets published by manufactur 
ers is a most constructive one and is 
meeting with wide acceptance 

These standards are helpful to man- 
ufacturers and distributors alike, for if 
these sheets are too large they become 
quickly torn and useless; if too small, 
they are difficult to locate in the sales 
man's catalog 

A new descriptive bulletin covering 
these suggested standards as to page 


size, binding margins, etc., has been 
prepared and mailed to manufacturers 
Addition- 
al copies may be secured by sending a 
request to NAED headquarters, 290 


Madison Avenue, New York 17, N.Y 


and to association members 


44th ANNUAL CONVENTION 


A record-breaking advance registra 
tion is being chalked up for the 44th 
Annual Convention, Atlantic City, 
N. J., Jume 8-12, 1952. And every in- 
dication is that total registration will 
top all other years. Manufacturers’ con- 
ference booths continue to be a pop- 
ular feature of the convention with all 
booths being taken for 1952 and a 
waiting list on tap at the headquarters 


OMS 
must be addressed to N.A.E.D. Hous 
Aclantic 


tthce. All reservations for hotel 


ing Bureau, 16 Central Pier 
City, N. J., and we urge promp 
in view of the large advance registra 


ction 


tion 


NEW NAED COMMITTEE MEETS 
The 


Committee held 
the chairmanship of W. H 
Supply 


Panelboards and Ra eways 
its first meeting under 
Bingham, 
Electric Coa, 

N Y at associanon 


headquarters on March Sth 


Westinghouse 
Long Island City 


This committee has been established 
to handle the following group of come 
modities 
@ Safety switches 


knife branch 
circuit breakers, multi-breakers, ere 


and 


e Panelboards and power panelboards, 
low voltage switchboards 

e Entrance switches 

e Meter 

e Range switches 


service switches 

e Time switches 

e Cabinets (for panelboards 
and flush; steel and cast iron 

e Enclosed distribution systems and 
cessories 


@ Underfloor duct t 


(steel and fibre 


e Surface metal raceways and fittings 
metal moulding, Wiremold, et 

e Squareduct and fittings 
Originally 


under the Apparatus and Control Con 


these commodit 


es cam 


mittee. The new committee has been 
necessary in order to give proper con 
sideration to these important apparatu 
and supply products 

Association members serving on the 
new committee are 

W. H. Bingham, Westinghouse Ele: 
tric Supply Co., 
N. Y 
Supply 


Long Island Ciry 
M. Goldman, Cadillac Electr 
Co., Mich R B 
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Detroit, 








Now vou ean raise vour 


sights towards new highs 


in propeller fan sales! 


HIS is a daring statement, but it’s based upon 

sound evidence—“ Never before have you had such 
a remarkable opportunity to increase your sales volume 
on TLG equipment!” 

To begin with, the market is expanding at an al- 
most unbelievable rate. New industrial building for 
1952 is forecast at $28,000,000,000. Your guess is as 
good as mine about the department changes and 
modernizing going on to convert present plants to 
new defense work. Needless to say, every new struc- 
ture, every change in existing structures calls for new 
ventilating equipment. By keeping yourself aware 
of activity within your own industrial territory, you 
will find plenty of opportunities to book orders with 
priority ratings to assure delivery. 

Secondly. the line of Self-Cooled Motor Propeller 
Fans now available to you is the most complete in 
nearly fifty years of ILG history. You have “straw- 
berry, chocolate, or vanilla” to satisfy the needs of 
all your prospects. 

Look at that array of equipment pictured at right 
—06" through 72” diameter fans—standard, two-speed, 


or explosion-proof motors— mountings for wall, win- 


TYPE "Q" FANS 

Newest member of ILG family 
with patented features assuring 
quiet, efficient, long life opera- 
tion with martimum economy, 
minimum maintenance. 


TYPE "W" FANS 
Proved design for large diameter 
fan wheels, Over 1,000,000 now 
in use throughout the world Op- 
erate continuously for two and 


three decades. 


TYPE “P" FANS 

High speed fans which provide 
greater air moving capacities 
with minimum physical dimen- 
Slots I or use Ww here low dec ibel 


ratings are unimportant. 


TYPE "X" FANS 


Have ball bearing explosion- 


proof motors carrying lL nder- 
writers’ Laboratories label, 
suitable for all Class 1, Group D 
hazardous applications. 


dow, or roof-top—fan guards and automatic shutters 





available for all sizes. 

Each fan is made to ILG’s high standards of finest 
quality ... capacity ratings are certified... direct 
connection of fan and motor assures permanent align- 

AUTOMATIC SHUTTERS 
Gravity-type or motor-operated. 
Simple, dependable, trouble-free 
vive complete weather protec- 
tion to fan and building interior. 


ment...each moving part is electrically balanced 
. and each complete fan, including the motor, is 
covered by [LG's famous “One-Name-Plate™ Guar- 
antee, 
Get all the facts about this remarkable opportunity 


phone our nearby Branch Office or write us today. : 

. POWER ROOF VENTILATORS 
For positive, all-weather ventila- 
tion. Composed of weather- 
proofed steel penthouse, Self- 
Cooled Motor Propeller Fan, 
and Automatic Shutter. 


VENTILATION 


OTHER TYPES—ILG Dark Room Ventilators for commercial or 
home photographic studios; Portable Floor Fans for “man- 
cooling” duty in hot spots; Electric Ventilators for office or 
other small area ventilation; Circulating Fans to beat the heat. 
Also complete lines of Centrifugal Fans (Blowers) and Unit 
Heaters (steam, hot water, gas- or electric-fired). 


ILG ELECTRIC VENTILATING CO. 
2822 North Crawford Avenue, Chicago 41, Illinois 
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NEWS OF THE INDUSTRY-—— 


Swan Song Soon for Materials Controls 


e Allotment of aluminum, most shapes and forms of steel 


expected to get the gate early next year 


e Copper allotment to continue for year or more; supply 


to remain half of what it was before Korea 


ASHINGTON — It doesn’t show 

anywhere outside Washington, yet, 
but materials are on the 
way out. 

According to the McGraw-Hill 
Washington Bureau, Defense Produc- 
tion Administrator Manly Fleischmann, 
boss of the Controlled Materials Plan, 
made it official the other day. CMP 
allotment of aluminum and most shapes 
and forms of steel, he said, probably 
can be dropped early next year. The 
U. S. may even drop controls on some 
steel—sheet and strip, particularly 
before the end of 1952 
e Expect Some Delay—But com- 
plete decontrol of materials, though 
now in sight, still is a long way off 
Allotment of copper will continue as 
long as that metal is critically scarce- 
at least another year or two. Since 
copper vital to the electrical 
manufacturing industry, its use of other 
metals necessarily will be limited to 
a considerable extent by the propor- 
tions of its quarterly allotments of 
copper 


controls 


is SO 


On the other hand, mobilization off 
cials have more or less committed them- 
selves to the electrical power industry's 
expansion program calling for installa- 
tion of an additional 32 million kilo- 
watts in 1952-54. That means the 
power industry can expect priority 
assistance or some other form of gov 
ernment aid in obtaining materials that 
cannot be secured otherwise. 

e Switch Unexpected—Talk of eas 
ing materials controls represents a 
complete turn-around in the thinking 
of mobilization officials since last De 
cember. But you could hardly blame 
Fleischmann or any of his aides for 
not foreseeing the switch. Their ad 
vance information on arms production 
schedules indicated that military de- 
mands for metals would hit a peak in 
the third and fourth quarters of this 
year, that there would be no easing of 
these demands before 1953. Despite 
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increasing production of steel and 
aluminum, coming largely in the last 
half of 1952 and in 1953, military 
requirements stood to take all the in 
creased supply and more 

What happened was that the armed 
services scaled down their arms pro 
1 You get an 


duction idea 
of the proportions of the cutback in 


schedules 
their plans by what happened to their 


appropriations request for the fiscal 


Graybar Names 


W. E. Henges 


EW YORK—W. I 


been elected president of the Gray- 


Henges has 


bar Electric Co., according to an an- 
nouncement from A. H. Nicoll, chair 
man of the board 

The new president joined Graybar 
39 years ago as a receiving clerk in 
St. Louis. He rose to the position of 
there in 1942 and 
transferred to 


He 


was elected a director of the company 


district: manager 


two years later was 


Cleveland in the same capacity 
in 1949, became vice president in 
1950 and early last year he was elected 
a member of the executive committee 

Mr. Nicoll formerly held the office 
of both president and chairman of 
the board. He continues as chairman 


A native of San Francisco, Mr. Nicoll 


year starting next July 1. Last summer 
talking of 

budget for the year of more than $100 
billion. Their 


to $85 billion. In 


the military brass were 


first slash changed this 


the final 


billion 


December 


cut reduced this total to $ 


Took But 


took weeks to translate these proposed 


e Translation Time 


spending ceilings into terms of metals 
requirements. The job was complicated 
by the face that the money cut was 
not to result in a reduction in the total 
supply of weapons to be produced. The 
services will order—and get 

But they'll take 


irms pro 


weapons 
in the same number 

a year longer, stretching the 

gram through mid-195 

winding it up a year earlier 

con 
for 


cut 


That meant refiguring of many 


tracts already placed, especially 


aircraft. Delivery schedules were 


and stretched, to lower projected peak 


New President 


A. H. Nicoll 


started his career in that city with 


Graybar as a sales record clerk in 1911 
He 


eventually was made 


later became a salesman and 


head of the dis 


trict in which he started. He came 


east as assistant to the president in 


1939, and was elected president of 


/ 


the company in 1942. He was elect 


chairman of the board early this year 


During Mr. Nicoll's 


as president, the company underwent 


administration 


a large expansion. Annual sales of the 


company tripled to nearly $400 mil 
lion. The number of employees jump 
ed from 2,200 to over 4,200. Eighteen 


added to 


number of the companys nation-wide 


locations were bring the 
network of offices and warehouses uy 
to 108 








production rates and keep the line 
rolling longer 

By the time the services came up 
with their new schedules for metal 
requirements, the first quarter of 1952 
was half over. The services had to turn 
back some of the metal alloted them 
for the first quarter, a lot more of the 
metal covered by advance allotments 
for the second quarter. 
e Windfall Quickly Exhausted— 
DPA and subordinate controls agencies 
quickly exhausted the first quarter 
windfall of materials. Most of the turn- 
back went into a reserve that was large- 
ly a paper item. It involved no new 
allotments. The metal not picked up 
by the military simply went to indus- 
tries which would have been unable to 
cash their own allotments otherwise 

The controllers now have about 
worked out a pattern for working off 
the materials originally slated for wea 
pons in subsequent quarters You can 
see the way it is shaping up in pre- 
liminary decisions on third-quarter al 
lorments. Initial determinations all are 


being hinged on copper requirements 


With the exception of electric power 
and a few other approved expansion 
programs allotments for new industrial 
plants still are being held down in 
cases where they will require consider- 
able copper 

e Copper Still Halved—Both cop- 
per and aluminum, though a little more 
is available, are being held out of con- 
sumer goods, including electric appli- 
ances. That's because additional alum- 
inum producing capacity won't be in 
Even 
then, consumer goods makers probably 


operation until later this year 


will not get more than half the copper 
they used before Korea 

When the government stops allocat- 
ing steel and aluminum next year, it 
will have to rely on some type of prior- 
ity system. That's a problem Fleisch- 
mann and his staff are wrestling with. 

To keep faster-moving, more expe- 
rienced industry from grabbing most 
of the steel and aluminum, the armed 
services will have to have some sort of 
ticket for their requirements. Fleisch- 


mann would like to give them a single | 
f & 


(Continued on page 106) 


Distributors’ Importance Stressed 


BRONCO WIRE AND CABLE sales representatives from all over the coun 
try joined with the executive staff of Western Insulated Wire Co. for a 
family portrait on the steps of the del Coronado Hotel near San Diego, Calif., 


where they met recently for an annual three-day 


CORONADO, CALIF.—"The elec- 
trical supplies distributor must be pro- 
tected during this temporary period 
when many government agencies and 
large contractors seek direct deals with 
manufacturers,” E. H. Lewis, president 
of Western Insulated Wire Co., Los 
Angeles, told 20 sales representatives 
who came from every section of the 
country recently to attend the com- 
pany’s 1952 “Bronco Sales Round-Up” 
here. 

Western whole- 


Insulated’s — strict 


104 


Bronco Sales Round-Up.” 


saler policy was reiterated during the 
meeting by Murray Owen, sales man- 
ager, who stated that a “manufacturer's 
representative must remember that his 
long-range business is that developed 
in cooperation with his wholesalers 
When he goes around them on a 
policy of serving the large buyers 
direct, he is breaking down his most 


efficient system of building a market | 


for electrical materials, and the repre- 
sentative as well as the manufacturer 
will suffer in the long run.” 





THIS AD 


THIS MONTH 


The 
THOMAS & BETTSjCO. 


Incorporated 
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You can handle any grounding job with 
10 Standard T&B Engineered Parts! 


Cut Inventory . .. Save Time . . . Stock 5 Clamps 
and 5 Hubs... Make 30 Ground Fitting 
INQ Combinations —IN SECONDS! 


FOR INSTANCE... . 

You can run conduit-protected ground wire 
through any conduit size from 4,” to 1’’—and 
ground both conduit and wire to any water pipe 
from 14,” to 6”. Just combine the conduit hub 
and water pipe clamp you want. 

You can ground #8, 6 or 4 armored wire to the 
same range of pipe sizes. Just bolt an armored- 
wire hub to the right size clamp. 

Or you can attach #8, 6 or 4 bare wire to the 
solderless grip on the clamp—no hub needed! 


T&B ENGINEERED FEATURES for lowest installed cost 


No soldering—Hubs and clamps have built in 
solderless connectors . . . Easily installed—with 
wrench or screwdriver ... Flexible—teeth on 
hubs and clamps permit locking at any angle. 
When enclosed ground conductor required, use 
combination of hub and clamp. Clamps can be 
used alone with bare ground conductor up to #4 
wire ... UL approved, meets 1951 NEC Code. 
ENGINEERED RIGHT . . . DISTRIBUTED RIGHT! ete 
T&B Engineered Hubs and Clamps, like all T&B SE, 
quality fittings, are designed for lowest installed 
cost. Furnished 100% through T&B distribu- 
tors under the T&B Plan. 
Conference Booth 7A, N.A.E.D. Convention, Atlantic City, June 9-13 


THE THOMAS & BETTS CO. 
29, tier Sree aes 


Elizabeth 1, New Jersey 
Thomas & Betts, Ltd., Montreal, P. Q., Canada 


MANUFACTURERS OF ELECTRICAL FITTINGS SINCE 1898 
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DO 
he probably will have to do the same 


priority, like the But he knows 
‘or supporting production, especially 
tor components makers. How to devise 
a priority that will get the gear maker 
for example, all the metal he needs, 
then get the gears into tanks and other 
military irems first instead ot autos 
will take lots of doing 

—The 


ontrollers are virtually certain they'll 


¢ Some Controls To Remain 


have to keep close allotment of some 
torms of steel. Right now it looks as if 
plates, tubing and rod will be among 
many of the 
alloying materials also will be kept 


those forms. Of course, 


under wraps—particularly nickel, co- 
balt, columbium, 
And 


will 


tantalum 
work still 


tungsten, 


how much paper 


face industry is something else 
that hasn't been settled. DPA wants to 
keep tabs on steel and aluminum use 
for a while longer. First, it has to see 
that their consumption won t snowball 
demands for copper. But, more impor- 
tant, it may be necessary to reimpose 
allotments. It would take only a worsen- 
ing of the situation in Korea, another 
crisis like it, or a long-drawn-out steel 
strike to force continued allotments of 
steel and aluminum. That's how finely 
balanced defense and civilian metals 
needs appear at the moment 


Defense Termed Check to Business Lull 


e NEMA speaker says declines in consumption, domestic 


investment are offset by gains in government purchases 


@ Majority of the general business indicators alternate 


during past year between stability and softness 


HICAGO The general trend of 

civilian business continues down- 
ward. But, because of the offsetting 
gains in output and income in the de- 
fense sector, business in general does 
not reflect this downward trend. 

These were the conclusions of Mar- 
tin R. Gainsbrugh, chief economist of 
the National Industrial Conference 
Board, New York City, who reported 
them in an address last month before 
the National Electrical Manufacturers 
Assn. in Chicago. 

For the past year, said Mr. Gains- 
brugh, the majority of general business 
indicators have alternated between sta- 
bility and softness, with last month 
marking the first anniversary of the 
iull in inflation. 

@ Production Slightly Off — The 
asserted that during the 


economist 
year measures of business 


; aggregate 
activity held up well. Industrial pro- 


Anaconda Issues New Catalog 


NEW YORK—A 


vised edition of its general catalog has 


by Anaconda 


completely -re 
recently been issued 
Wire & Cable Co 
Over 750 
than 


pages long, the catalog 
a general catalog 
Hickernell, chief en 


gineer for Anaconda. It is a product 


is more just 


according to L. I 


catalog, a cable materials textbook and 


an engineering data handbook 
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The 
usual catalog data, such as physical 


product sections contain the 


dimensions, weights and standard pack- 
ing. In some cases, applicable elec- 
trical characteristics are included. Vari- 
ous headings of the sections include 
bare and coated wire and cable, weath- 
erproof wire and cable, building (in- 
terior) wire and cable, miscellaneous 


(Continued on page 109) 


duction, he said, “is now off only 


about 2 per cent from its peak a year 
ago 
ment is still a bit above 
Factory employment and hours worked 


Total non-agricultural employ 
a year ago 


are down only slightly 

In commenting on prices, the 
NEMA speaker said they have “turned 
downward but are still higher than in 
any past period of inflation this na- 
tion has experienced. Wholesale prices 
are off about 5 per cent, but are still 
about 12 per cent above their pre- 
Korea level. Because of their charac- 
teristically wider swing, raw materials 
prices are now as much as 18 per cent 
below their year-ago levels, but they, 
too, are still about 18 per cent above 
their average level in June of 1950.” 

Mr. Gainsbrugh found that declines 
in personal consumption and domestic 
investment have been more than off- 
set by gains in the government pur- 
chases of goods and services and in 
net foreign investment 
@ Inflation Lulls—The lull in infla- 
tion began, declared Mr. Gainsbrugh, 
just at the time when all indications 
were that the ensuing year would be 
a critical period of rapid remobiliza- 
tion. “Businessman and economist 
alike believed 1951 would be a year in 
which we would shift increasingly to 
a controlled economy, with a strong 
inflationary bias.” Despite a sharp rise 
in total output, shortages in civilian 
markets were foreseen, and price and 
product competition were supposed to 
disappear 

The situation 
stated, 


now, the speaker 
is quite different. “In a wide 
and growing range of consumer in 
dustries, capacity is idle. Employment 
Raw 
material prices have broken and now 
retail prices are shaky. Total 
been moving 
sideways for several months. Along 


and hours of work are reduced 


many 
personal income has 
with these changes, the backlog of un 
filled 
come down.” 


orders of manufacturers have 
@ Direction Uncertain—The direc- 
tion of business during the next year— 
and particularly the direction of prices 
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—has come more and more into ques- 
tion, said Mr. Gainsbrugh. The con- 
sensus on the business outlook fc 
1952 is still up, he said. But the di- 
mensions of the rise in activity and 
prices foreseen for the year have 
shrunk 

No one factor can be found as the 
major cause of the reversal in the busi- 
ness outlook, he reported. But among 
the dozen important factors creating a 
soft consumer demand, the speaker 
mentioned: 

e Consumer stockpiling. The col 
lapse of scare buying, he said, may 
have set the timing of the downturn 
but it apparently has had little to do 
with either its length or severity. 

e Inventory adjustment. Forced lig 
uidation is usually accompanied by de- 
clining income, said Mr. Gainsbrugh 
It implies a greater decline of produc 
tion and income than of trade. This is 
what happened in 1949, he reported 
But in 1951 the reverse happened 
This time consumer incomes continued 
to rise, even as inventories piled up 
Customers decided to save. They 
weren't compelled to hold back on 
purchases for lack of income 

e End of World War II demand 
backlogs. Mr. Gainsbrugh said the rec 
ord of sales of durable goods in 1951 
strongly suggests that the war-time ac- 
cumulation of demand in these mar- 
kets had been largely exhausted. Even 
a year ago these markets were once 
again dependent on currently gene- 
rated demand and income 

e Prices and the freeze. On this 
point, Mr. Gainsbrugh reported that 
when price controls were invoked over 
a year ago, the general price level was 
frozen at a point where prices were 
violently inflated by anticipatory buy- 
ing both on the part of consumers and 
on the part of business for inventory 
“Had ceilings been set earlier,” he said, 
“or had rollbacks been applied vig 
orously, the history of the last 12 
months, as well as the current outlook, 
might have been very different. The 
record, then, might be much more like 
that of the war years 

“But as it worked out, the subsiding 
of anticipatory demands left ceilings 
suspended well above the levels con 
sistent with normal demand. In fact, 
ceilings were so far above that not 
even an increase in government spend 
ing of more than $20 billion, com 
bined with very elastic wage controls, 
could hold prices in the civilian sector 
at their ceilings 
e@ Defense Spending Slow — An 
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AUSTIN Top Quality, Low Cost, 
Easily Installed, PORTABLE 


LIGHTING UNITS 


Meets the demand for more adequate light. 
For all outdoor spot and floodlighting jobs 
— quickly, easily and economically installed 
Completely packaged for your convenience. 


ts-5 

150 wate lampholder 
mounted on sturdy metal 
spike for nailing to side of 
building, post or tree, or 
inserting in ground. Com- 
plete with 5‘ cord and plug. 


tS-10 


Same as above, with .¢c-2 


10° cord and plug. 


150 watt bracket type lamp- 
holder complete with com- 
bination cover for mounting 
on 3%" or 4" octagon box 
post or wall. Includes 20" of 
portable cord with stripped 
and tinned leads. Cover has 
knockouts to fit box ear 
cemers and to allow cord to 
enter box 


ic-5 


Same as above, with 5’ cord 


CLD-150 
LAMPHOLDER 


150 watt lampholder with ‘floating 
socket” which moves forward or side 


to side in an eccentric plane to com- 
pensate for variations in size and 
shape of lamps, sockets or castings 
insures tight seal and positive elec- 


trical contact. Completely wired. 


Patent applied for. 


CLD-35 


cPB-150 

CLD-150 “floating socket 

lampholder mounted on 
PB-'4 wall or pole bracket 
having 2 porcelain insulat 
ing tubes to protect leads 


Same as above for 300 and 500 watt 
mogul base lamps. 


COMBINATION UNIT 


CLD-150 “floating socket’”’ 
lampholder mounted on a 
CO.1 cover with 4" threaded 
hub in center. Cover fits 
3%" round ceiling pans, 
344" and 4" octagon boxes 
and concrete boxes. Pro- 
vided with knockouts to 
fit box ear centers and to 
allow cord to enter box. 


CLD-sp-150 

CLD.-150 "floating socket 
lampholder mounted on 
sturdy metal spike, with 
10’ cord and plug 


CLO-sp-35 

Same as above, with 
CLD.-345 “floating socket 
lampholder for 300 and $00 
watt mogul base lamps 


- 
74e TH. EC. Austin Compt any 


NORTHBROOK 


NO 


Write for Information and Prices 
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f ™~ other factor which must be added to 


vs ° . ° these elements, said the NEMA speak- 

One of our top selling lines is er, is the slower-than-anticipated tempo 

99 of defense spending. “The garrison 

QUADRANGLE REFLECTORS state,” he said, “is now nearing the 
close of its second year but it has not 

yet passed into an area where it could 

become a sharp stimulus to activity 

The advance of tax rates, and the rise 

in prices and incomes, have thus tar 


- 
ee 


: obviated any recourse to major deficit 
ANGLE REFLECTORS _— . financing. The Federal government 
ron Sas ’ ’ will apparently wind up the first two 
post-Korean years with licle or no 
budget deficit. In 1951, expansion of 
the private money supply was held to 
only about 5 per cent, compared with 
an increase of about 30 per cent an 
nually during World War II 
Mr. Gainsbrugh reported that the 
slow tempo of defense spending like 
wise has altered the material situation 
FLOOBLIGHTS FOR The actual pr duction ot hard LOC ids. 
AREA LIGHTING . 
and hence diversion of materials from 
the civilian sector, has not even yet 
assumed major proportions,” he said 
“In the fourth quarter of 1951, actual 
expenditure on hard goods was at an 
annual rate of about $15 billion. That 
was about 25 per cent below the pro 
duction goals set at the beginning of 
1951 


POST TOP OR PUMP ? ; The nation, he declared, continued 
ISLAND REFLECTORS 


to expand its capacity at a peak rate 
throughout the inflation lull. Civilian 


demands on output were subsiding, on 





the whole, faster than military demand 
Neill was rising. “Meanwhile, capacity both 
for finished civilian goods and raw 
materials was expanding rapidly. We 
added nearly $25 billion in plant and 
equipment to the nation’s capacity last 
“I know,” says this office girl, “because the orders are routed to year, about $12 billion of it in manu- 


me and | see a lot of orders for QUAD.” facturing alone. That expansion is ap- 
parently continuing in 1952, although 





ee 


Here is a line of outdoor lighting reflectors 
that open a wide field for profitable sales. 
The men who install QUAD Reflectors favor 
them because of ease of wiring. Customers 
approve them because of correct illumination. 
Contractors specify them because they find 
QUAD is good business. 


QUAD outdoor lighting units are flexible in 
design, fully weatherproof and have a porce- 
lain finish that is permanent. 

Make QUADRANGLE your headquarters for 
every outdoor lighting requirement. 


its composition has been shifting 
rather dramatically in the direction of 
defense and defense-related industries 
e@ Prices Turn Down—A new 
round of softness has replaced the price 
stability of the last quarter of 1951, 
the speaker declared. “Wholesale prices 
International have again turned down—gently but 
Li surely—since the beginning of the 


EXPOSITION C year. All of the gains in the brief 


and CONFERENCE | climb of prices during the fall of 1951 


S oan 
ponent MAY E-9a 195? have been wiped out. The general price 
/ iC level is now back to late 1950 and 


LWIA. IAPVIAPVILVILIIIOIWFV 





VSS 


5 


DTA 
even raw material prices are back to 


where they were in just the first few 


months after Korea 
Q U A ) R A N G [ F M f G C @) @ Retail Trade Sluggish—In addi 
+ * 


tion to price softening, Mr. Gainsbrugh 


32-$. PEORIA ST. CHICAGO7,ILL. reported retail trade continues to move 


sluggishly, in spite of heavy promo 
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tional activity. “In 1949,” he said, 
ventory reduction was simplified by ; 
continuing high rate of personal con- 
sumption expenditures. In real terms, 
corrected for the price deadline of 
1949, consumption in that year actu 
ally exceeded consumption in 1948 by 
a little bit. This time clearing inven- 
tory at the retail level has been much 
tougher. Real consumption is now run- 
ning about 5 per cent below 1950 
The abundance of finished consumer 
goods, at manufacturing and retail, is 
also exerting considerable pressure on 
the retail price level.” 





News Notes from NAED 
(Continued from page 10!) 








Brownless, Missouri Valley Electric 
Co., Kansas City, Mo.; J. R. Coady, 
J. J. Ryan Electric Co., Louisville, Ky.; 
G. M. Golwill, Graybar Electric Co., 
Inc., New York, N. Y.; Emil C. Heidt, 
Heidt Electrical Supplies, Inc., Linden, 
N. J.; G. B. Milner, Milner Electric 
Co., Cleveland, Ohio; T. C. Treadway, 
Treadway Electric Co., Inc., Little Rock, 
Ark.; B. S. Weil, Mayer Electric Sup- 
ply Co., Inc., Birmingham, Ala 


N.A.E.D. BLOOD BANK 
COMMITTEE 


A simplified procedure for organiz- 
ing cooperation with the Armed Forces 
Blood Donor Campaign has been pre- 
pared and sent to association members 
by the committee. This program is 
being used at the local level by many 
members throughout the country 

It is only through the unceasing 
work of the electrical distribution in- 
dustry and all other industries that the 
obligation of direct contribution of 
blood to the Armed Forces can be ful- 
filled 





Anaconda Catalog 
(Continued from page 106) 








wire and cable, rubber and plastic 
power cable, portable cords and cables, 
paper-insulated power cable,  var- 
nished-cambric wire and cable, com- 
munication wire and cable, magnet 
wire, accessories for wire and cable 

The completeness of coverage of the 
catalog is indicated by the fact that 
there are 989 tables on various kinds 
and classes of products, not consider- 
ing conductor sizes, in the product 
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BLACKHAWK gives you 


extra volume & WAYS 


Now, THIN WALL Conduit can be bent profitably! More speed on RIGID 
This mew bender (No. S-34) pays for itself on the Pipe, too! Bend sizes from 
first good job. Handles 114, 114 and 2°’. Remotely- 1" to 4 The hydraulic 


controlled ‘‘Porto-Power hydraulic unit creates ex- ram works at any angle — 
clusive advantages and also serves rigid-pipe benders overhead, on the floor or bench. 


Operate Knock-out Punches with HY- Eliminate hand pumping! A motorized, 

DRAULIC power! Save at least 60% of portable pump (No. P-182) can triple 

the job time. Punch holes up to 4! the output of a pipe bender. It's spectge 
with surprising ease. No wrench w swing! cular on other hydraulic equipment, too! 


New products have made Black- 
hawk a major equipment line — 
the hottest in the electrical 
supply field. Wholesaler 
inquiries invited. 


pocccnn = 


— 
i BLACKHAWK MFG. CO. eS 
Dept. P-4442 a 
, . I oak 
Lift machinery, pull-pulleys. Dozens Milwaukee 1, Wis. “BI os 
of allied jobs are licked by che Porto- l _— 
Power’ hydraulic jacks which serve Black- 
hawk Electricians’ equipment. I Without obligation rush bulletin B-$0 
J and full facts (for Electrical Whole 
| salers) on electricians’ equipment 


BLACKHAWK 


HYDRAULIC “Porto-Power” EQUIPMENT 


ity tate 


dithtemmentnasenenanenel 








EASILY INSTALLED PROPELLER FAN 
FOR YOUR PRESSURE* Joss 


For as high as '%4” static pressure 


HEAVY-DUTY BREEZO 


Here's a heavy-duty fan you can install eas- 
ily! Die-stamped of heavy-gauge metal, it is 
rigid and strong. Its square flanged panel 
with pressed knockouts means quick in- 
stallations. Note the rugged die-stamped 
blades, motor bracket and arms. Here's a 
fan you can sell in confidence that it will 
give absolute satisfaction. Type “NV” 
Breezo Fans are available in 7 sizes, 12” 
to 36” for as high as 15,000 c.f.m. de- 
livery. 


WRITE FOR BULLETIN 3222-F for all 
details on “Buffalo” Heavy-Duty Breezos, 
as well as some of the other “Buffalo” 
Fans that are favorites with users and 
contractors everywhere. 


First For 
Fons 


BUFFALO FORGE COMPANY 


214 MORTIMER ST BUFFALO, NEW YORK 
PUBLISHERS OF “FAN ENGINEERING” HANDBOOK 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
Sales Representatives in all Principal Cities 


PANEL BREEZO FANS BELTED VENT SETS BELT-AIR FANS 
BREEZ-AIR ATTIC FANS 3324 ‘NV” BREEZO FANS 


sections. Conductor sizes are included 
in the catalog, however, and one sec- 
tion alone lists 4337 sizes of solid- 
type paper-lead cable 

In the materials sections are con- 
tained the physical properties and elec- 
trical characteristics of conductors, in- 
sulators, coverings and miscellaneous 
materials used in the various products. 
This enables the user to select the 
proper design and construction for a 
given purpose, and to evaluate the 
features of the several products. In 
these sections are presented data on 
materials (cable components) which 
will be of value to the cable engineer 
and to the individual who is con- 
fronted only occasionally with the 
selection of a cable. Mr. Hicker- 
nell explains that many young engi- 
neers find themselves dealing with 
cable problems but are unacquainted 
with the fundamentals of cable design 
Consequently the materials sections 
not only provide the experienced 
engineer with extensive design infor- 
mation, but they also provide the 
beginner with a source of introduc- 
tory material 

For convenience, the materials sec 
tions are divided into four subjects, 
conductors, insulations, coverings and 
miscellaneous materials 

The engineering data sections con- 
tain the necessary data to calculate 
almost any cable problem, except cur- 
rent ratings, according to Chief Engi- 
neer Hickernell. The various sections 
include technical data, consisting of 
useful general data and tables; calcula 
tion data, containing 116 pages of 
formulas, constants, charts and tables; 
application section, which has been 
designed primarily to help simplify 
the proper choice of a cable for a 
specific installation, and which tells 
how to select a cable 


The catalog is indexed 


Four Distributors Named 
By Landers, Frary & Clark 


NEW BRITAIN, CONN.—Lan 
ders, Frary & Clark has recently named 
four distributors in the upper Mid- 
west to handle its entire line of Uni- 
versal home cleaning equipment 

The four named are the Forster Dis- 
tributing Co. 1122 Harmon Place, 
Minneapolis, which will cover Min- 
nesota; The Larson Co., Fargo, which 
will cover North Dakota; and Graft 
Supply Co., Sioux Falls, and the Deal 
ers Supply Co., Rapid City, assigned 
coverage of South Dakota 
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OTIS M. JACKSON, who has 25 year 

experience in merchandising appli 

ances, radios and television in Georgia 
has been made manager of the mer 
chandise department of Electrical 
Wholesalers, Inc., 229 Whitehall St., 
Atlanta, according to an announce 

ment from F. H. Dendy, president. He 
was formerly vice president of Gilham 
Electric Supply Co., Atlanta 





Government-Contact Group 
Is Established by the RTMA 
WASHINGTON — A _ government 


relations section, to provide a forum for 
its member companies through which 
industry problems may be presented to 
government officials, has been formed 
by the Radio-Television Manufacturers 
Assn. 

The five task committees of the gov- 
ernment relations section, under the 
chairmanship of Ben Edelman, West- 
ern Electric Co, Inc, are headed 
by the following chairmen: A. L. B 
Richardson, Sylvania Electric Products 
Inc., patents and copyright; G. T 
Scharffenberger, Federal Telephone & 
Radio Corp., accounting and cost 
principles; Valentine Deal, RCA Vic- 
tor Division of RCA, termination 
and renegotiation; Ernest Leathem, 
Raytheon Mfg. Co., facilities and gov- 
ernment property; L. A. Connelly, 
RCA Victor Division of RCA, gen 
eral task committee 


Cory Arranges New York 
Distribution by Lyons-Alpha 


CHICAGO—Cory Corp. has an- 
nounced that all restaurant, commercial 
and institutional coffee brewing equip- 
ment in both the Cory and Nicro lines 
will be warehoused and distributed in 
the metropolitan New York market by 
the Lyons-Alpha Co., 469 Broome St., 
New York 

The Lyons-Alpha Co. will carry an 
extensive stock of commercial coffee 
brewing equipment. 
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Sales from 


the Start 
sell the 


The ROBOT COP (Cut Out 
Premium) is an automatic sales- 
builder because it operates auto- 
matically . . . saves your custom- 
ers’ money 


It keeps only good tubes on 
the job. Cuts out bad ones al- 
most immediately preventing 
ballast burnouts saving main 
tenance and current costs. When 
a tube is replaced, it resets itself 
automatic ally 

Also consider Sylvania’s COP 
(Cut Out Premium) starter. It 


| had 
rt ity 


SS 
CBr 


\ 


is reset by a pushbutton when a 
tube is replaced 

For lower-cost installations 
the GLOSTAT starter is avail 
able. It starts fast, lasts long 
and takes plenty of punishment 
particularly under failed tube 
conditions 

Sylvania Starters are made for 
every fluorescent need. For full 
details write: Sylvania Electric 
Products Inc., Dept. L-3204A 
1740 Broadway, New York 19 
N. ¥ 


SYIVANIA 


FLUORESCENT TUBES, FIXTURES. SIGN TUBING. WIRING DEVICES. LIGHT BULBS. RADIO TUBES. TELEVISION 
PICTURE TUBES. ELECTRONIC PRODUCTS. ELECTRONIC TEST EQUIPMENT. PHOTOLAMPS. TELEVISION SETS 











SPECIAL 
PRODUCTS ? 


no? UC Tg 


@ Here it is in a nutshell. 
The Special Products Di- 
vision of the Essex Wire 
Corporation places com- 
plete design, engineering 
and production facilities 
at your service on— 


% TRANSFORMERS, 
neon and ignition. 


% COILS AND COIL WINDING, 


send us your specifications. 


%& FLUORESCENT BALLASTS, 


with special attention to sound levels 


helping minimize noise. 


SPECIAL PRODUCTS DIVISION 
ESSEX WIRE CORPORATION 
411 Peoria Street, Chicago, Illinois Plant: Gettysburg, Pa. 


CALENDAR OF EVENTS 


Rocky Mountain Electrical League 
Spring Conference 
Shirley Savoy Hotel 
Denver, April 20-22 
National Industrial Service Assn. 
Annual Convention 
Conrad Hilton Hotel 
Chicago, April 20-23 
Electrical Maintenance Engineers 
Annual Industrial Exposition 
Public Service Building 
Milwaukee, April 24-25 
International Lighting Exposition 
Cleveland Municipal Auditorium 
Cleveland, May 6-9 
Electrical Industry Show 
Conrad Hilton Hotel 
Chicago, May 11-14 
Edison Electric Institute 
Annual Convention 
Cleveland, June 2-4 
National Assn. of Electrical Distributors 
Annual Convention 
Atlantic City, June 8-1 
American Institute of Electrical 
Engineers 
Summer General Meeting 
Hotel Nicollett 
Minneapolis, June 
Housewares & Home Appliance 
Manufacturers 
National Exhibition 
Atlantic City, July 7-13 
American Institute of Electrical 
Engineers 
Pacific General Meeting 
Phoenix, August 19-2 
Lake Michigan Club 
Annual Meeting 
French Lick, Ind., Oct. 1-2 
National Electronics Conference 
Eighth Annual Conference 
Sherman Hotel 
Chicago, Sept. 29-Oct. 1 
Eastern Electrical Wholesalers Assn. 
National Electrical Industries Show 
165th Regiment Armory 
New York, Oct. 14-1 





Institute of Radio Engineers 
Honors Dr. Baker of GE 


NEW YORK—The medal of honor 
of the Institute of Radio Engineers, 
highest honor granted by the IRE, 
was recently presented to Dr. W. R. G 
Baker, General Electric Co. vice presi- 
dent and general manager of the G.E 
electronics division at Syracuse, N. Y 

The IRE presents the medal annu 
ally in recognition of distinguished 
service rendered through substantial 
and important advancement in the 
science and art of radio communica 
tion 

Dr. Baker was cited for his “early 
technical contributions to the radio 
transmitter art, his long sustained and 
effective leadership of institute and in 
dustry engineering groups, and his 


ELECTRICAL WHOLESALING—April, 1952 





DR. W. R. GC. BAKER (right), Gen 
eral Electric vice president and ger 
eral manager of the G.E 
division, receives the medal of honor 
of the Institute of Radio Engineers 
from Dr. Donald B. Sinclair, IRE pre 

ident, as Ex-Defense Mobilizer C. = 
Wilson looks on. The _ presentatior 
was made at a recent banquet at 
New York's Waldorf-Astoria Hotel 


electronic 


outstanding service to the institute 

A veteran of 35 years in the elec 
tronics industry, Dr. Baker is treas- 
urer of the IRE, chairman of its pr 
committee, and a 
member of its board of directors. He 
is also chairman of the National Tele 


fessional groups 


vision Committee of the 


Radio-Television Manufacturers Assn 


Systems 


New Appointments Made 
By Rumsey Electric Co. 


PHILADELPHIA—Rumsey Electric 
Co., through its president, J. B. Har- 
ris, Jr., has announced several organ- 
izational changes. 

Carl H. Mueller, former manager of 
the company’s electric sub-station and 
department, has been 
elected a Rumsey Electric vice presi 
dent. Filling his former position is 
B F. Campbell. 

H. H. Sheppard is the company’s 
new manager of the transformer and 
electrical equipment department, re- 
placing W. F. Potts, who has retired 
The new manager of the electrical 
metering equipment 
Robert R. Wylie 

In Richmond, Va., H. V. Horner has 
been appointed Rumsey Electric dis- 
Frank H. Davis has 


been appointed assistant manager, elec- 


transmission 


department is 


trict Manager 


trical equipment department 


Brand Name Retailer Title 
Goes to Wisconsin Company 
NEW YORK—The Ross Electrical 
Co., Superior, Wis., has been named 
the “Brand Name Retailer of the Year 
in the electrical appliance field 
Announcement of the award was 
made in a telegram to Roy W. Sprang 


April, 1952—ELECTRICAL WHOLESALING 





QUALITY 


No. 252-R Two Gang 
Adjustable Floor Box 


Neat and practical with No. 208 
Receptacle in one section. One 
Cover Plate has %” Flush Brass 
Plug; other has 2 


and economically. 


No. 110 “Latrobe” 
Watertight Box 


Unique, compact de- 
sign ree. for 
service in concrete or 
wood - finished con- 
crete floors Cover 
Plate 3 4%” diam 


Cable Staples 


Millions of these high 
quality staples are in 
use all over the coun- 
try. Packed in car- 
tons, kegs or barrels 





EASILY 
INSTALLED 


T 





Compact - 





HAT LASTS 


No. 140 Floor Box 

No. 206 Nozzle 
Soundly constructed with 4 ‘ 
Cover Plate and large Adjusting 


Ring No. 215. Can be very quickly 
installed 


Economical 


“Latrobe” Floor Boxes and Wiring Specialties are 
designed for quick, easy installation and superior 
performance. Stripped of frills and complex as- 
sembly, “Latrobe” Products do their job smoothly 


Sold Only Through Wholesalers 


No. 284 Nozzle 
No. 200 Cover Plate 


Furnished with 1% 
or %” brass pipe ex- 
tension, this trim 
Duplex Receptacle 
Nozzle is built for de- 
pendable service 


“Bull Dog” Insulator 
Supports 

Safe and sure for clamping 

porcelain or glass insulators 

te exposed steel frame work 

Four sizes 


oe © ae a 


MANUFACTURING CO. 


ECO- 
NOMICAL 


LATROBE, PA. 








er, of Ross Electrical, by Henry E 
Abt, president of Brand Names Foun- 
dation, Inc., which made the award in 
recognition of outstanding presenta- 
tion of manufacturers’ brand names to 
the public during 1951. 

Also announced were the names of 
other winners in the electrical appli- 
ance field of the fourth annual com- 
petition. They are O. B. Lank & Sons, 
Inc., Harrisburg, Pa, winner of the 
second place “Certificate of Distinc- 
tion”; Apex Tire & Appliance Co., 
Pawtucket, R. 1, named third place 
winner; and The Radio Center, New 
Orleans, and Samsons, Milwaukee, 
awarded “Certificates of Distinction.” 
This was the second award to be won 
by The Radio Center, which received 
a certificate last year 


Two Bulldog Branch Plants 
Opened in Detroit and Ohio 


DETROIT—BuliDog Electric Prod- 
ucts Co. has added two branch plants 
co its production facilities. One plant, 
located in Urbana, Ohio, is part of 
BullDog’s Ohio subsidiary along with 
operations at Bellefontaine. The other 
is located here and is a branch of the 
main factory at Joseph Campau St. 

The Urbana branch manufactures 
bus plugs, used for connecting ma- 
chinery to plug-in duct. The three 
buildings that comprise the plant have 
a total of 31,000 square feet available 
for manufacturing purposes. Elmer 
Richmond supervises the plant 

The new plant here, located at 584 
: Piquette Ave., fabricates panelboards 
6 SIZES +p ise ewe of the flexible power distribution 





"14-1000 MCM ; Ae at gen” types. The plant has 16,000 square 
: , feet of floor area 








Decorative Lighting Guild 
Names Officers, Directors 


CLEVELAND—New officers and di- 
rectors were recently elected by the 
Decorative Lighting Guild of America, 
an organization composed of manu- 
facturers of Christmas lighting sets 
and other illuminated Christmas dec- 
orations. The group has headquarters 
here and represents a large portion 
of the industry 
New president is A. Abramson, of 
Raylite Electric Corp, New York 
Other officers are Alex Miller, Miller 
Electric Co., Pawtucket, R. IL, vice 
COPPER TUBE AND PRODUCTS, INC. president; Harold Hyman, U. S. Elec- 
5746 MARIEMONT AVE, © CINCINNATI 27, OHIO tric Mfg. Corp.. New York, treasurer; 
and Don Julien, secretary-manager. 
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NEWLY-ELECTED member of the 
board of trustees of the American 
Fair Trade Council, H. G. Blakeslee 
is vice president and general manager 
of Cory Corp., Chicagc 





Directors are Mr. Abramson; Her- 
man Cooper, Gem Electric Mfg. Co 
Brooklyn; Mr. Miller; Joseph G. Ries 
man, Royal Electric Co., Pawtucket; 
and Joseph H. Ward, Noma Electric 
Corp., New York. Directors continuing 
in office are Heary Hyman, U. S. Elec- 
tric Mfg. Corp., and Morris Goldman 
Good-Lite Electric Mfg. Co., Bridge- 
port, Conn 


Branch Manager Is Named 
By Graybar at Baton Rouge 


NEW YORK—S. M. Lawrason has 
been named manager of the Baton 
Rouge branch of Graybar Electric Co., 
G. T. Marchmont, Southwestern and 
Gulf Coast district manager, has an 
nounced. 

Mr. Lawrason, formerly sales man 
ager of the branch, which was opened 
earlier this year, joined Graybar at 
New Orleans as a salesman in 1941 

W. T. Bronson, formerly manager 
of inside and outside lighting sales for 
Graybar Electric in Detroit, has been 
named Lansing, Mich., branch man 
ager. He joined Graybar in 1934 


Adequate Wiring Stressed 
At Meeting in Montreal 
MONTREAL—Adequate _ residen 


tial wiring and its relationship to the 
public relations plans of the Canadian 
electrical industry was described here 
recently by David S. Catton, manager 
of the Canadian Adequate Wiring Bu 
reau, in an address to the eastern zone 
sales division, Canadian Electrical 
Assn., meeting at the Windsor Hotel 

Aimed at raising the standards of 
house wiring, the program of the bu 
reau will facilitate the establishment 
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STOP rns tree oF 
-~ PRODUCTION WASTE 


ELIMINATE OVER-PROTECTION P 


Problem: Motors are overloaded be 
cause of fuses with excessive time 
lags 


Cure: Ask for Monarch Fuses with 
the exclusive Mon-O-Lag link. It 
provides the necessary lag for tem 
porary overloads, yet full protection 
on continued shorts 











<4 STOP UNDER-PROTECTION 


Problem: Costly power failures re- 
sult from faulty fuses that burn out 
at below the specified load 


Cure: Specify Monarch Fuses with 
the advanced design thot keeps 
the fuse cooler, tighter and in true 
alignment. Underwriters Laboratory 
approved 


NEW FIN SURFACES MAKE 
MONARCH Renewable FUSES 
EVEN COOLER OPERATING 





Another example of Monarch’s advanced design. These 
heat dissipating, brass fins both support the fibre bor 

and conduct away excess heat. Cooler fuses and 
longer fuse life are the result. Availoble, at present 
in the 600 amp—250 volt; 400 and 600 omp—500 volt 
sizes. Call your distributor, or 


WRITE FOR BULLETIN NO. 25 


A complete line of knife blade and ferrule 


fuses for industry, construction 


and replacement. 


116 E. First Street 








TOGGLE BOLT 


SPEED CONSTRUCTION, CUT COSTS! 


We've made a huge investment that’s for your benefit as well as 
ours. It’s all tied up in our big new plant and facilities in 
Addison, Illinois, western suburb of Chicago. Your constantly increasing 
demand for the best in hanging and fastening devices allowed 
us to build this new Paine plant. You need no longer 
fear a shortage of easily installed, money-saving Paine products. 
Paine Spring Wing Toggle Bolts are a must when you are working with 
hollow walls and ceilings where you can’t reach the other side. 
They provide a sure and certain fastening, reduce installation time 
and improve the quality of your work. Write to our new location for 


a complete Paine products catalog. 


THE PAINE COMPANY, 3 Westgate Road, Addison, Illinois 


INE’ 
the best craftsmen always take A S$ 


Spring Wing Toggle Bolts Conduit Clamps Star Drills 

Expansion Anchors Pipe Hooks and Straps Malleable Shields 
Sudden Depth” Drills Hanger Iron, perforated Special Hanging and 

Wood Screw Anchors Expansion Shells Fastening Devices 





of electric service leagues throughout 
Canada, he said 

The speaker noted that the industry 
is faced with the problem of selling a 
service which the consumer may not 
utilize for perhaps up to 25 years 

The goods and service may not be 
generally available for another decade 
at least,” he said, “but houses are being 
wired today and the people who buy 
them and live in them presume that 
in ten years time they will be as elec 
trically efficient and up-to-date as they 
are today. We know that unless def 
inite provision is made for adequate 
wiring, many of these homes will be 
electrically obsolete ten years from 
now 

The most important step in the na 
tional undertaking, he declared, is the 
establishment of a national standard of 


adequacy 


Standard Requirements 
OK’‘d for Caps, Receptacles 


NEW YORK-—Standard require- 
ments for grounding caps and recep 
tacles rated 15 amperes, 250 volts 
have just been approved and pub- 
lished by the American Standards 
Assn 

The original standard provided for 
grounding caps and receptacles only 
up to 125 volts. The new addition 
was developed to comply with the Na- 
tional Electrical Code requirements 


for grounding machinery at higher 
voltages 

The new standard assures non-inter 
changeability between 125 and 250 
volt circuits, by specifying the use 
of tandem slots for 250 volt recep- 
tacles instead of the parallel slots 
used in most devices operating at a 
lower voltage 

The design of the 30 ampere, 250- 
volt cap and receptacles shown in the 
1941 standard has been altered to pro- 
vide non-interchangeability with the 


similar receptacle rated at 50 amperes 


Worn-Out TV Picture Tubes 
Now Have Trade-in Value 
NEW YORK—Worn-out TV pic 


ture tubes are now worth something 
on a trade-in, reports Electronics, Mc- 
Graw-Hill publication 

Lately two large manufacturers have 
quietly started offering dealers trade-in 
allowances from $2.25 to $5.25 on 
used picture tubes. Apparent reason is 
to remove them from the reach of 
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RADIO AND ELECTRICAL appliance 
industry figures who are organizing 
an industry-wide effort for the Joint 
Defense Appeal meet in New York 
Seated (left to right) are Harry Lef 
kowitz, Cortland Co.; Alex Lewyt, 
Lewyt Corp., chairman of JDA’s radio 
and electrical division; Benjamin 
Gross, Gross Distributors, Inc.; and 
standing (left to right) E. R. Glauber, 
Admiral Corp.; Will Sachs, Sachs 
Quality Stores, associate chairman of 
the overall JDA effort in New York; 
Julius S. Loewenthal, JDA chairman 
for trades and industries 





firms who rebuild them without oblit- 
erating the original maker's name. 

Rebuilders have profitably salvaged 
many picture tubes for distributors, 
dealers and consumers by several 
methods. The method most disturbing 
to the larger companies is replacing 
the contents of the glass envelope 
When the glass itself is not damaged, 
a rebuilt tube may be as good as new, 
depending on the rebuilder. 

Some shops are selling rebuilts as 
low as $1 per tube inch, about half 
the prevailing new-tube price. 


Minn. Mining & Mfg. Opens 
Boston Office, Warehouse 


BOSTON—Minnesota Mining & 
Mfg. Co. has opened a new branch 
sales office and warehouse here. The 
new headquarters, housed in a one- 
story structure featuring modern ex- 
terior and interior, is located at 1330 
Centre St., Newton Center. 

Branch officials with headquarters 
in the new office are W. M. Hobels- 
berger, office manager; J. H. Har- 
greaves, abrasive sales manager for in- 
dustrial and refinish trades; A. S. Drew, 
sales manager for general line tapes; 
H. B. Kosanke, sales manager for re 
tail cellophane tape; J. E. Warner, 
sales supervisor for reflective sheeting 

The new warehouse also will stock 
adhesives and electrical tapes. Elec- 
trical tape sales will continue under 
the direction of E. F. Gregg, with 
headquarters in New York. Howard 
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Look! It’s Really Portable— 
rl eal 


“400” POWER DRIVE 


Sales tip—sell them wheel 
legs and front handles to 


— 


convert present "'400's"' to 
wheel models! 


Fast profit 
for you in this moveable power 
for hand threaders, cutters, reamers! 
*® Popular Rit@aio “400” now gives your customers what they 


want —one man can easily wheel-barrow it close to the work — 
think of the time and muscle saving! 


*% And it stands still and delivers plenty of power —light socket 
plug, universal motor, forward, reverse, 's’’ to 2"’ pipe or conduit 


* ritmo design 3-jaw chuck, 6 adjusting pinions, one always 
handy; self-centering workholder in rear 


* Sealed-in lubrication —no oil to spill. 


*% Don’t miss your share of the “400” sales boom —order today! 


THE RIDGE TOOL COMPANY «© ELYRIA, OHIO 





Work-Saver Pipe Tools 











DAML 


FOR ALL TYPES 
OF MASONRY 





ARRO FLEXO-FLUTE SPIN DRILL 
Cemented carbide tips Cleans 
dust from holes automatically. 


ARRO HAND STAR DRILL 





ARRO 3-FLUTED DRILL POINT 
Type 200 











—oT ae 





ARRO 4-FLUTED DRILL POINT 
Type 300 


SS 


ARRO TWIST DRILL POINT 
Type 100 


RUBBER GRIP DRILL 
POINT HOLDER 
FOR TYPES 100, 200 and 300 
DRILL POINTS 


— ed 


PLAIN STEEL DRILL POINT HOLDER 
FOR TYPES 100, 200 and 300 
DRILL POINTS 
ARRO offers a complete 
line of drills for masonry, 
especially designed for 
their specific jobs. Made 
of the finest materials 
and produced by skilled 
ARRO drills 
are conveniently avail- 
able from your ARRO 

distributor. 


craftsmen 


Sold only through Gobbers 
ARRO EXPANSION BOLT CO 
MARION, OHIO 


Norman, also ot New York, iS sales 
manager of adhesives. Hardware main 
tenance sales of the Boston branch are 
under the direction of H. G. Kelley of 
New York 


Canadian Distributor Plans 
Expansion at Hudson’s Bay 


VANCOUVER, B. C—Marshall 
Wells, Alberta, Ltd., plans to build a 
large warehouse, office building and 
plant in a new industrial subdivision 
at Hudson's Bay 

Cost of the project is placed at $1, 
500,000, while subsequent expansion 
is expected to bring the amount « 
$2,500,000. Rule, Wynn & Rule, archi 
tects of Edmonton, are preparing pre 
liminary plans for the project 


G.E. Introduces Smaller, 
Lighter Line of FHP Motors 

SCHENECTADY, N. Y.—A new 
line of fractional horsepower motors, 
smaller, lighter and more versatile, has 
been announced by General Electric's 
fractional horsepower motor depart 
ment 

According to G.E. engineers who 
helped develop the motors, they weigh 
as much as 51 per cent less per horse 
power than the models they replace 
and are considerably smaller in size 
Their versatility of application has 
been broadened and their appearance 
modernized, according to reports from 
G.E 

The motors are available in open 
drip-proof and totally enclosed fan 


¥ 
k 


cooled models in Types K ( poly 
phase), KC (capacitor start), * KH 
(split phase), and KCP (permanent 
split capacitor). The motors have 
many applications—on pumps, fans, 
blowers, compressors, office and home 
appliances, motorized tools and other 
applications 

A completely new insulation system 








FOR EASIER SALES 


Check these two 
Improvements in our 


20” WINDOW FAN 


MIMMS quiet Window Fans 

Now equipped with a sweep back 
« propeller that permits the blades to 
rotate around the motor instead of in 
front of it 

Has 's” rubber between the hub that 
«attaches to the motor shaft and the 
assembly that supports the fan blades 
Insulates against sound and vibration. Fan 
is several inches thinner 


This 3-speed, ad 
justable panel, 
super quiet unit, 
together with 
other two units 
shown here, are 
our fan leaders. 

> 
We also make an 
industrial Man - 
cooler, full line 
of exhaust fans, 
and an additional 
window fan of 
16” diameter 

. 


Some exclusive 
territories open— 


write 
e 


MIMMS Air Circulators 
Industrial and Commercial 


MIMMS Northington 
A 


r Circulator 


a 
E. N. MIMMS CO. 


908 MASON STREET 
LOUISVILLE 4, KENTUCKY 
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is incorporated in the motors. It con- 

sists of a special nylon material sci- 

entifically combined with wire and The 

varnish to give the motors longer life, 

G.E. engineers report 

‘ ’ 
Open drip-proof models weigh as that S heard 

much as 48 per cent less than pre 


vious motors of equivalent rating, around 


while the totally enclosed fan-con- 


trolled types weigh less than half as the 
much in some cases. G.E. claims that Single stroke 


because the motors are smaller and 1 
B q 
lighter, they permit installation of world! \ ells for mult 
maximum power in minimum space pe ma ae oF 
cuits. Vibrating Bells 
SMALLER SIZE } / for operation in multiple 


Slocum Electric Purchased BELLS only. 4” to 20” sizes, in- 
In Dallas by E. T. Summers AVAILABLE door and outdoor. 
DALLAS—The Slocum Electric Co., Special tone Signals: musi- 


wholesale electrical supply house here ON cal and soft tone Bells, 
at 401 Continental Ave., has been SPECIAL ORDER Chimes, Cow Gongs, Horns 
purchased by Earl T. Summers, Jr., and Whistles. 

president of Summers Electric Co., of en Ceneeen Also contactless vibrating 
Dallas, Houston and San Antonio ELECTRICAL = and explosion-proof Bells. 


The firm was formerly owned by WHOLESALERS 3 . Write for 32 Page Catalog 5-5 
Joseph H. and Hugh F. Slocum, who 


will retain ownership of the 10,000 


J 
square-foot building leased to Mr } (yc. SIGNALS 


Summers v 


New manager of the business is y S I (7 IN A 
FN NEF N M 














Claude D. Teal. It will continue to 
operate under the name of Slocum 
Electric Co 


Seasonal Decline Recorded The lalelaleit=ti Thing Yet 
im altaing Expenditures maim ee 


construc 

tion expenditures declined seasonally 

in February by about 7 per cent to $2 

billion, according to a report issued 

jointly by the Building Materials Di- 

vision of the U. S. Department of 

Commerce and the Bureau of Labor 

Statistics of the U. S. Department of 

Labor. All major types of construction 

shared in the drop, except private in 

dustrial building, which is heavily in 

fluenced by the basic steel and alumi 

num, and the aircraft plant programs 3 

A proportionately greater drop took : Hundreds of Uses 

place in public than in private con (4 7” Hoist weighs less than 12 Ibs., 

struction activity, as highway work de , ye Sus Sten capaci. Sag 
control for up and down. Quick 

clined seasonally and public industrial action, ratchet type. Foctory 

and military facility programs failed Py © tested. $45.00, F.0.8. St. Louis. 


to expand. Outlays for public construc p= haw pa at ‘oman 
4 ' c 


tion declined by 9 per cent to $594 £ 
) F r—-——=- MAIL COUPON TODAY —-——— 


million 30 DAY FREE | JASPER BLACKBURN CORPORATION 
Private construction expenditures H 35 Medison St., St. Lovis 6, Mo 


‘ A 0 Send us full information about "Jiffy Lift’. 
fell less than usual at this time of year >. TRIAL C) Send us one “Jiffy Lift” for 30 Day FREE TRIAL 
reflecting, primarily, strength in resi “s Your Neme end Title 

dential building as well as the rise in o Firm 


industrial work. Expenditures fell by iil a . ni 
6 per cent from $1.5 to $1.4 billion ? and City ond Stete_ ———_—_ wn | 
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Bronco 60 Certified ta an bchievement of 
WESTERN INSULATED WIRE CO. 


LOS ANGELES 58, CALIFORNIA 





The 10 per cent increase in housing 
Starts in January buoyed residential 
building in February, when work went 
forward on many of the units started 
earlier 

Expenditures for all new construc 
tion for the first two months of this 
year were about the same as for the 
same period of 1951, but the composi- 
tion of the program changed markedly 
The major downswings of a fifth on 
private residential and a third on com 
mercial work were offset by the huge 
industrial expansion of 70 per cent 
from relatively high postwar levels 


| and a multiplication of several times 


in expenditures for military and naval 


| construction. The dollar volume of 


public housing more than doubled over 
the year, reflecting activity finally be 
gun by the spring of 1951 on projects 
for which planning was started shortly 
after passage of the Housing Act of 
1949 


Part Comes off Car, Drops 
In on Michigan Wholesaler 
GRAND RAPIDS, MICH—A 


freak accident here recently near the 
Radio & Electronic Supply Co., 443 S 
Division St., resulted in a broken store 
window, a wrecked radio, a seared lino- 
leum floor and a damaged recording 
set at the wholesaling firm 

Cause of all the damage was a 3)4- 
pound piece of a flywheel which came 
loose from a moving car. The chunk 
of hot metal also damaged the brake 
and gas pedals of the car, as well as 
demolished the clutch assembly, be 
fore it sailed into the store to complete 
its rampage 

Explanation of the event came from 
a garageman who stated the flywheel 
was defective, and when the engine 
was raced in an effort to build up and 
charge a weak battery, the wheel sud- 
denly broke into several pieces, caus- 
ing the assembly to explode 

Delbert M. Landon, of Radio & Elec- 
tronic Supply, collected some 15 
pounds of scrap metal from the street, 
but business continued as usual at the 
wholesaling firm 


Weller Tells Price Change 
EASTON, PA.—The Weller Elec- 


tric Corp. has announced the reduction 


in price on its soldering guns. The 
guns have been reduced 20 to 25 per 
cent in a new price policy covering all 
models 


ELECTRICAL WHOLESALING—April, 1952 





Graybar Ups R. B. Sayre it h tha 
To Assistant Vice President é wi C 

NEW YORK—R. B. Sayre has been j — 
named assistant vice president of Gray ; 


bar Electric Co., A. H. Nicoll, Gray 


bar board chairman, announced. In his 


D. L. Harper R. B. Sayre 


new post, he reports to G. F. Hessler 
vice president in charge of sales, and 
will make his headquarters here 
Most recently Graybar's Jacksonville 
listrict manager, Mr. Sayre joined the 
irm as a warehouseman at Memphis 
in 1921. He has served successively as 
a salesman at Memphis; manager, out- 
side construction sales, Atlanta; branch 
manager, Memphis; and in 1948 be 
8 ats (Rating: 1 h.p. max. @ 11 Sv of 230v. 
came district manager at Jacksonville 3 | Non- inductive lood: 15A-130v or 10A-230v) 
Succeeding Mr. Sayre at Jacksonville E 
is D. L. Harper, who was branch man d SHAWMUT TYPE 8B is the outstanding type of 
ager at Omaha. He joined Graybar in overload switch because of its easy-oper- 
1932 folios yee ating, unique, trip-free mechanism — an 
- aS a freirigerator salesman at exclusive SHAWMUT feature, found in no 
Minneapolis. He served here succes- other switch of this type. 


sively as merchandise manager and j Thousands of SHAWMUT TYPE B's in 
manager, lamp and lighting depart- use demonstrate that for positive overload 
ment, before transferring to Duluth as insurance it “has what it takes! 

branch manager in 1941. He became 

manager at Omaha in 1946 

Single Pole, solid neutral — fer 2-wire, single 
conductor grounded circuits. 


January Tube Sales Show 
Marked Decrease from ‘51 conductor, grounded circuits. 


Single Pole — for 2-wire, single phase, ene 


W ASHINGTON—January receiv Double Pole — fer 2-wire, single phese sys- 
- . tems with conductors ungrounded, er 3-wire, 


, es dareeees il 
ing tube si ‘ antic oh: ahi ded-neutr 
g tube sales decreased substantially ene hase, qrevedebaadied. 


under sales in the corresponding month 
of 1951, the Radio-Television Manu- Heavy steel enclosure boxes. All hove same dimen- 
facturers Assn reports The January sions and ore easy to install and simple to maintain. 
“99 - . Box or open mounting. 

sales totaled 26,736,695 units, valued 
at $18,895,527.20, as compared with 
sales of 37,042,303 receiving tubes in 
he I 1951 . Silver molybdenum contacts, interchangeable heaters for overcurrent 
the same month of tripping. Available in 24 different Ampere ratings. Easy to change a 

A breakdown shows 24,029,349 legibly stamped for identification. Calibrated for each definite ampere 
tubes, valued at $13,.599,060.33. sold rating. Die-cut for absolute uniformity. Quality construction throughout. 
for entertainment equipments, and SEND FOR BULLETIN #512 AT ONCE 
2,707,346 allied types, valued at $5,- 
296,466.87, sold in January. Both types 


of tubes sold for new equipments to- , THE CHASE-SHAWMUT co. 
ey : 


taled 15,763,221 units, and renewal 
: 22 = - MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
tubes amounted to 6,338,157. Tubes - mt ; eel 


sold for export amounted to 1,426,292, 

and 3,309,025 tubes were sold to gov- : ei I> 

, : ' 3 d my AD: £m) 4 Ds 

ernment agencies during the month, CL, : =) —L 

according to RTMA. Ampirap Trion - td - ¢-@-T Trent oo OTe )=orese Wee 
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JACKSON 


REFLECTORS ..... 


Solve Lighting Problems 
for Industrial Plants 


You have the solution to every industrial 
lighting problem with the JACKSON line 
of Industrial Reflectors. Quality and Prompt 
Service make every installation pay . 

a reliable and profitable line for the 
Wholesaler! 





1614 


~oct 
¢ 
¢ 


Sold only thru 1314 
Distributors 


Manufacturers of 
Reflectors @ Yardlights 
Vaporproof Units 
Weatherproof Sockets 


JACKSON ELECTRICAL COMPANY 


900-910 W. VAN BUREN STREET 


APPROVED FOR 


SUSPENSION TYPE 


MULTIPART 
PIN TYPE 


GUY STRAIN 





Write for NEW Free Insulator Catalog 


ILLINOIS ELECTRIC PORCELAIN CO. 


MACOMB, ILLINOIS 





CHICAGO 7, ILLINOIS . 


MANUFACTURERS APPOINT 
SALES REPRESENTATIVES 


Dongan Electric Mfg. Co., Detroit, 
has appointed George R. Koeln, 144 
Walker St, SW, Atlanta, to represent 
its transformer line in North Carolina, 
South Carolina, Georgia, Tennessee 
and Alabama 


Mathias Klein & Sons, Chicago, has 
announced the addition of new repre- 
sentatives and the realignment of ter- 
ritories. Arnold L. Moore, with head- 
quarters in Atlanta, will represent 
Mathias Klein in the South and South 
west. Charles F. Castino will be the 
representative in the Chicago area, 
and will have headquarters in Chicago 
W. J. McAmis will also have head- 
quarters in Chicago, but will repre- 
sent the company in the North Cen 
tral States. George W. Kidd, with 
headquarters in St. Louis, will repre- 
sent Mathias Klein in the Central 
Scares 


Revere Electric Mfg. Co., Chicago, 
has named the S. L. Bagby Co., Char- 
lotte, N. C., to cover the states of Vir- 
ginia and North and South Carolina 
Kenneth Hill of Mount Dora, Fla., has 
been appointed by Revere to cover the 
state of Florida 


Viking Air Conditioning Corp., 
Cleveland, has appointed Woody Fai- 
son as factory representative in south 
ern Ohio, Kentucky, West Virginia 
and southern Indiana 


Wall Manufacturing Co., Grove 
City, Pa., has made the Kenneth B 
Komp Sales Co. its West Coast repre- 
sentative. Komp will cover the hard 
ware, electrical and plumbing supply 
trades in Washington, Oregon and 
California 





People In The News 








Robert C. Wallace has been ap 
pointed merchandise manager for the 
Zenith Radio Corp., Chicago. He will 
also continue his present duties in con 
nection with Zenith war contracts. 


Clarence J. Dover has been put in 
charge of plant community relations 
and communications services for the 
lamp division of General Electric Co 


He will be assisted by H. W. Ander- 
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Over 40 years of Reliance 

time control experience has 

been incorporated into the 

heavy-duty Badger switch 

It is completely accurate 

arF ie A, . 3 and dependable, for loads 
NICHOLAS P. LUKATS has been fe) up to 11,000 watts. Extra 
named manager of the Christmas light : heavy gears, a slow-speed 
ing division of Noma Electric Corp : synchronous motor, assures 
New York. He has been associated a i a longer service life. For 
with the company since 1948, and ) 3 ' » complete information, drop 
was formerly executive assistant to ~ a card to RELIANCE 
Joseph H. Ward, Noma executive vice ; AUTOMATIC LICHTING 
CO., 1911 Mead St. Ra 

Wis 


president 





son, who will also continue as editor HEAVY-DUTY BADGER 


of “The Lampmaker ‘ibsbar eonte' Chantel tet 
life 


tacts 


“Indoor or Outdoor cases 


Henry Cunningham is the new *Selt-adjusting floating con- oe 
Cory Corp. territory manager in west 
ern New England. He will cover the 
entire states of Connecticut, Vermont 
and Massachusetts west of Worcester 
and Fitchburg 





ELECTRIC SOLDERING TOOLS 


SCREW TIP 


Built for rugged 
handling 


Cool wood handle 
The “hong” or 
balance that makes 
work easy 

Low operating 
cost. 


STANDARD aa 
vi sis A “Friction Set” 


Fixture Hangers 
FOR INSTANT ALIGNMENT 





At last you can get a Fixture Hanger that turns to any angle alter being 
screwed to an outlet box. Although base and receptacle remain stationary 
hanger arms may be turned to align with any preconceived lighting plan 
OTHER VULCANS: Plug Tip—all parts Exclusive ag Ring aoe fixture in selected position. Hanger 

alias ¥ screws on to 3'4" or 4 outlet boxes, no other fastening necessary. Fur- 
replaceable. Pygmy—for delicate work nished plete with ptacle, two S' chains, hooks and cord clips. Also 
Electric Solder Pots and Glue Pots available with bushed hole only, or with 3 wire solid ground receptacle 
All Friction-Set Hangers are approved by the Underwriters’ Laboratories 


VULCAN ELECTRIC CO antennae nt ate AaB rane es tornaane e ee 
panvens 9 mass SIMPLET ELECTRIC COMPANY 


VULCAN 3600 ey A one Se tiMinois 
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Byron O. Beckley has been ap- 
pointed Cleveland district manager for 
BullDog Electric Products Co., Detroit 
He replaces Harry Leavell who has re 
tired. Mr. Beckley has been associated 
with BullDog and its Cleveland office 
for ten years. 


Henry B. Bryans has been elected 


RECESSED TROFFER vice president and member of the 


board of directors of United Engineers 


Here is abundant, soft, shadowless illumina- 
and Constructors, Inc., Philadelphia 


tion and smart appearance... plus true versatility 

of design for ease of installation and maintenance. Mr. Bryans retired as president of 
Adaptable to ‘most any type of ceiling construc- Philadelphia Electric Co. in February 
tion, hinged F40 frames are interchangeable with- 

© out affecting the recessed troffer proper. Available Everett Sperry has been appointed 

in Fluorescent or Slimline with either egg- assistant sales manager of the Rawl- 

crate louver...Alba-lite,Unilite, Twin- ; 

lite or Crysta-lite Glass... .Plexi- 

gias...or Fresnel Lens. Write 


> “4 for complete brochure. , 
<> P Hayden Kelly has been appointed 


advertising manager of the Fresh'nd- 


plug Co., Inc. His headquarters will 
be located in New York City 


Aire Co. of Chicago, a division of 
Cory Corp. He was formerly in the 
advertising division of Hotpoint, Inc 


G. A. Mathis has been named pres 


SALES REPRESENTATIVES ident of the Industrial Unit Heater 


: rae . Assn., with headquarters in Detroit 
Desirable territories still open. - 


Other officers are J]. C. Patterson, vice 


J FF) tL im | Q Corporation 2513 BALDWIN ST.- ST. LOUIS 6, MO president, and L. O. Monroe, secretary- 


Designers and Manufacturers of LIGHTING EQUIPMENT sieiansinae 



































NEW... 
SHERMAN 
GROUND FITTINGS 
for RIGID CONDUIT 

































































SELL MASSEY 

and feel secure in the knowledge 
that MASSEY devices are Under- 
writer's Lab. Approved, meet 
R.E.A. and Federal specifications 
#W-R-1514. 


SELL MASSEY, 42" conduit hub swivels to any position 


the foremost name in wiring de- Design, plus large clamping washer, 
vices for quality and design, COM- provides absolute protection for wire. 

: Fits 42" to 1” pipe or ground rod, re- 
PETITIVELY PRICED for QUICK versible for smaller size rod. Extra 
SALE ...a_ steady REPEAT heavy, made of bronze alloy. An eco- 


PROFITABLE BUSINESS. nomical, efficient fitting—write for bul- 


letin No. 11A for full information 
































easy 
built, Do you have our complete catalog? 
Send for a copy today! 


A. H. MASSEY, INC. 


300 Longbrook Ave., Stratford, Conn 


Single and Multi-Gang Wall Plates and 
Tloctrie Wiring Devices since 1936 
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3 IS) . 
URALS’ tor °™ 


wiring 10! 


my KEYSTONE 


Interchangeable 
WIREWAYS and 
AUXILIARY 
FITTINGS! 


CHARLES W. REINHART has joined 
the advertising department of Sylvania 
Electric Products Inc. Formerly on the 


——_ eee fae al — 


editorial and plan staff of Westing 
house Electric International Co.’s ad 


vertising department, he will be con- 


nected with Sylvania’s lighting divi 
sion with headquarters in New York 


Yes, there's extra profits for you... 
greater customer satisfaction, too. . . 
on every wiring installation made with 
KEYSTONE Interchangeable WireWays 
ond auxiliary fittings. For the KEYSTONE 


improvised makeshift methods. And 
every item in the KEYSTONE line is fully 
approved by Underwriters to meet all 
code requirements. 


KEYSTONE WireWoays are available in 


line is the QUALITY line that gives you 
the basic flexibility of arrangement re- 
quired to fit naturally into any electrical 
distribution layout. Provides permanent 
protection for main power lines . . . for 
feeders, branch circuits, control and 
signal wiring systems. Quickly, easily, 
neatly installed ... saves time and labor 
os compared with piping and other 





Flanged or Flangeless types . . . with or 
without knockouts ... in sizes of 2a" x 
22", 4" x 4", 4" x 6", and 6” x 6", and 
in foot lengths of 1’ through 5’ inclusive. 
Matching elbows, T fittings, hangers, 
brackets, collars, closing plates, and 
reducing bushings also available. Write 
for new “value-packed” catalog today! 


Robert M. Fichter is the new sales 
promotion manager of consumer prod 
ucts, a new post, in Westinghouse 
Electric's consumer products division 
His headquarters will be in Pittsburgh 


General Electric's meter and in- © it pays to “figure on Keystone!"’ 


KEYSTONE MANUFACTURING COMPANY 
23328 Sherwood Ave. © Centerline (Detroit) Mich. 


strument department at Lynn, Mass., 

NOW! Territories open 
for agents with wore- 
house facilities. Write 
for full particulars! 


COMES 


has announced four appointments 
Donald E. Craig has been named man- 
ager of the Somersworth, N. H., plant 


John C. Garrett has been made acting 





THE SEASON AGAIN 
TO FLOODLIGHT THE PLAYFIELD 


FOR THE COMPLETE QUALITY 
LINE OF FLOODLIGHTS 
SEND FOR 


COMPLETE 
CATALOG 


WITH 
ATLANTIC FISH WIRE 


OPEN TYPE FOR 
GENERAL OVER- 
ALL FLOODLIGHTING 
AVAILABLE 
300-500 WATTS 
750-1500 WATTS 


ENCLOSED TYPE 
HEAT RESISTING LENS 
AVAILABLE 
200 WATTS 
300-500 WATTS 
750-1500 WATTS 


MULTI CLUSTER FLOODS 
FOR SPOTLIGHTING AND 


SERVICE ENTRANCE CAP SHORT RANGE AREAS 


ME EB 


ATLANTIC CONDUIT 


FITTINGS CO. 
BOSTON, MASS. 











C MEG. INC. 


F 4223 W. LAKE ST CHICAGO 24 
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JOBBERS! Add "Flasheat" 
to your line ..... NOW! 


HOT WATER .... FAST 


WITH SZ2uF ELECTRIC WATER HEATER 


A REAL GOOD AND USEFUL ITEM TO ADD TO YOUR LINE 
Weight 1 ib., 2 oz... . 110 volt AC or DC current .. . 1320 watts 


Produced since 1938. One-year Our present jobbers have found steady demand and 
guarantee Liberal discounts. good profits. You too can share the benefits. 








Write for Literature 
List Price Sold Only 


G. L. ELECTRIC CO. | Threw 
$5.95 lunes 


20725 Harper 














Detroit 24, Mich. 














3% LOW COST 
% Makes High Pres- 


\ sure Connection 
~~ % Neat, Compact and 
Easy to Tape 


Mr. Wholesoler: 

Here’s a good profit item 
for you—that’s extensively 
used by Utilities, Contrac- 
tors and Industrials. It’s 
designed for stranded wire 
and cable from 1/0 to 
1,000,000 CM, and is fully 
UL approved. Made in 7 
sizes. Send for samples and 
show them to the trade. 








manager of marketing for the depart- 
ment. Leo P. Hannaway is the new as- 
sistant to the manager of marketing 
Jeremiah E. McQuillan has been made 
manager of marketing services 


R. G. Rincliffe is the new presi- 
dent of the Philadelphia Electric Co 
He joined the utility in 1923, and suc 
ceeds H. B. Bryans, who has retired 


M. F. Moriarty has been made dis 
trict manager, with headquarters in 
Boston, of the electric housewares di 
vision of Landers, Frary & Clark, New 
Britain, Conn. He will be responsible 
for the execution of merchandising 
programs of the electrical housewares 
division 


Leroy C. Nichols has retired after 
34 years service with Weston Electrical 
Instrument Corp. A resident of Sum- 
mit, N.J., he was New York district 
manager of Weston Electrical Instru- 
ment Corp before his retirement. 


William H. Kelley has been elect- 
ed vice president in charge of sales 
and E. A. Holsten has been named 
general merchandising manager in the 
radio and television division of Mo- 


torola, Inc., Chicago 





When attending the 
Fourth International 
Lighting Exposition 


VISIT OUR SUITE AT 
THE HOLLENDEN 
HOTEL 


(EAST SIXTH ST. AT SUPERIOR) 


FLUORESCENT 
EQUIPMENT AND MFG. CO. 


Manufacturers of 
Femco Lighting Fixtures 
FLUORESCENT — INCANDESCENT 


LEONARD S. FREEMAN 
SIDNEY A. EISENBERG 
HAROLD FINGER 
DAVID GARBER 


Visit us at: 


GENERAL OFFICES 
AND FACTORY 
5105 COWAN AVE. 
CLEVELAND 4, OHIO 
VUlcan 3-0860 
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Portable Weatherproof 
HANDI-LITE 


for 
e HOME 
e FACTORY 
G. SOUTH DUNN has been appointed 
assistant to M. C. Wilt, president of * FARM 


Curtis Lighting, Inc., Chicago. Mr 
Dunn has been public relations di 
rector for Appalachian Electric Power | ~~ 
Co., Kingsport Utilities Co. and Ken- 
tucky-West Virginia Power Co 


Now you can meet the demand 
for low-cost easily installed floodlights. KEES port 
able Handi-Lite concentrates light wherever it's 
needed . . . inside or outside, for permanent or 
temporary installation. 
named head of research for Ray-O The lightweight, durable Hardi-Lite is the ideal 
Vac Co., Madison, Wis solution to specialized lighting problems in the home, 
‘in factories or on the farm. 





Dr. Johan Bjorksten has been 


Harlan Logan is the new director 
of the public relations program for Underwriters’ Laboratories Approved 


Corning Glass Works, Corning Glass pews: Meri Order from your Jobber 
Center, Steuben Glass, Inc., and other G Write Dept. EWH-4 for 


subsidiaries. His headquarters will be Free Catalog 
in Corning’s New York office. Howard 


E. Bahr has been named assistant di F D K E E x AY | FG C Oo 
a « ¥ 4 * _ 


rector of the public relations program 
BEATRICE NEBRASKA 


Co came PROGRAM 


Swilth*8on 


Versatile and most reliable! 











24-hr. dial, with on-tabs for an 
WEATHER-PROOF +. y 
—. ete 15 min. interval or longer, day 


) Pee: y and night. Just one of the many 
- | Tork models, famous fer more 


than 30 years. Write for cata- 





logue, data sheets. 


OSE. TORK 
eo eee TIMERS 


don't use heat... USETPOWER 


HEINEMANN ELECTRIC COMPANY 
M REET « TRENTDN N TORK CLOCK co. 1 Grove Street, Mt. Vernon, N.Y 
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) 

\ \ 

/ .) ) 
‘ UK 745 


“DRIVE-IN” 


CABLE STAPLES 
ney 2 


No spreading or 

buckling with Austin 

staples! Made of 
heavy, selected > ph ake round 
edge flot wire with shorp, burr- 
free points. 


| i * be 


Flat across top —> 
— no spreading 
or buckling 


The shoulders 
ore squore ond 
strong—drives 
easily and ac- 
curotely. 


Long toper to 
peer staple 
eld firmly at 
the first top of 
hammer. 





Ne. 360 

Made for armor- 
ed cable. Avail- 
able without 
indenture in top 
for non-metallic 
sheathed cable 
—Coat. No. 36 


Ne. 362 

Designed specifi- 
cally for non. me- 
tallic sheathed ca- 
ble. Made shorter 
for easier driving. 


€ Stomped of 
heovy, selected 
temper, round 
edge flat wire. 


= Shorp, burr-free 
points—staple 
storts easily in 
any wood. 


Ne. 363 
The new staple 
is specially de- 
signed for smoll 
diameter non- 
metallic sheoth- 
ed cable. Smoll 
in size — easier 
to drive 


Austin staples are conveniently packed in 
sturdily mode, metal edge cartons of 100 
500, ond in cases of $00. 


The TH B. Austin ET LED, 
NORTHBROOK, ILLINOIS 











OBITUARIES 


J. H. Crawford 

James H. Crawford, sales consultant 
for General Electric's construction ma- 
terials division, died March 6 at 
Bridgeport, Conn. He was stricken ill 
in Washington, D. C, where he had 
been serving as assistant chief of the 
wire mill branch of the copper divi- 
sion of the National Production Au- 
thority. He was on temporary leave of 
absence from G.E. 

Mr. Crawford joined G.E. in 1905 
and, following service as a field artil- 
lery captain in Europe during World 
War I, came to Bridgeport. 

He was named manager of conduit 
and wire sales in 1928 and became 
manager in 1935 of the construction 
materials sales division. In 1948, Mr 
Crawford was appointed sales con- 
sultant for the construction materials 
division, a post he held until his death 


ASSOCIATION NEWS 


CAMDEN, N. J.—E. E. Krauss, chief 
of the supply and procurement divi- 
sion of the Philadelphia district, Corps 
of Engineers, was the speaker at the 
recent monthly dinner meeting of the 
Electrical League of South Jersey. His 
talk was on the Corps of Engineers 
procurement in the Philadelphia area. 


CHICAGO—More exhibitors are ex- 
pected to participate in this year’s 
Modern Living Exposition at Navy 
Pier, May 17-25, than were on hand 
last year. The exposition is being spon- 
sored by the Chicago Electric Assn 
and the Chicago Metropolitan Home 
Builders Assn. More than 50 electrical 
industry exhibits are anticipated this 
year, according to Merle J. Lucas, of 
Commonwealth Edison Co., Electric 
Assn. exposition committee chairman. 
Approximately ten manufacturers and 
distributors of residential lighting plan 
a composite exhibit, the chairman re- 
ported. 


VANCOUVER, B. C.—Howard N 
Walters, general sales manager, B. C. 
Electric Co., this city, has been elected 
president of the Electrical Service 
League of British Columbia. W. W 
Foster, B. C. Power Commission, Vic- 
toria, has been named vice president 
Members of the advisory council are 


WHEN YOUR CUSTOMER 


Gbleho THE BEST 


ooo SECLE 


CHANNELLOCK 


Wade only by CHAMPION DeARMENT 


Channellock pliers are made by skilled 
craftsmen of a company known for nearly 
3/4 of a century for its highest quality pro- 
ducts. The outstanding features of Channel- 
lock pliers such as Longer Wearing, No Wear 
on the Joint Bolt, Closely Spaced Adjustments 
and Greater Strength make them the most 
desired pliers. 

henever your customers ask for pliers 
. help them select the Best .. . Hand them 
Channellock 

And remember, Only Champion DeAr- 
ment makes Channellock. Send for Catalog 
D10 today. 


CHAMPION DEARMENT TOOL CO, 
Meadville, Pa. 
Channellock pliers are listed in the 
Yellow Pages of mest Telephone 
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MORE TOOL SALES FOR YOU 
AS PLANT CONSTRUCTION 
AND MAINTENANCE SOARS 


Sell the Greenlee line of | 
timesaving tools...in greater | 


demand than ever before 


Here are electricians’ tools designed spe- 
cifically to turn hard, tedious jobs into simple, 
fast ones. Here are tools in big demand 
talk about them on every call and profit hand- 
somely. 

GREENLEE 
HYDRAULIC 
PIPE AND 
CONDUIT 
BENDERS for 
quick, easy on- 
the-job  bend- 
ing of pipe and 
conduit. With 
a Greenlee one 
man in but 
minutes makes 
smooth, pre- 
cise bends in 
pipe up to $’, 
rigid and thin- 
wall conduit, 
tubing, bus- 
ars 


CONDUIT and PIPE BENDERS Owners report 
as high as 75% 
savings in man hours and the cost of many 
manufactured bends and fittings is entirely 
eliminated. Compact, portable, easy to set u 
and operate exactly when and where riot | 
In timesavings alone the Greenlee often pays 
for itself on the first job 


GREENLEE HAND 
BENDERS for quickly 
making small radius bends 
in steel, copper, brass and 
aluminum tubing, conduit 
or Pipe Especially de- 
signed to make neat bends 
up to 180° for sharp nooks 
and corners. Several types 
and sizes 


. 


ae 


HAND BENDERS 


GREENLEE KNOCKOUT 
PUNCHES AND CUTTERS 
for making smooth openings 
up to 412” in 14% minutes 
or less in metal, hard rubber 
or bakelite. Simply operated 
—turned with an ordinary 
wrench. Eliminate tedious 
drilling and filing. Another 
big timesaver, too, is the 
Greenlee Knockout Punch 
Driver, a powerful portable 
hydraulic tool which drives 
Greenlkc. “<e-ckout Punches 
through 10-gauge metal a _ jiffy to make 
openings for 4%” to 4” cvaduit 


OTHER GREENLEE TIMESAVING 
TOOLS: Hydraulic Ps > Pushers; Electricians’ 
Auger Bits; Bell Ha ers’ Drills; Bit Exten- 
sions ; Expansive Bits; Joist Borers ; Spiral Screw 
Drivers; Automatic Push Drills and many others. 


KNOCKOUT 
PUNCHES 


= _ 
GREENLEE 


Write today for sales facts, descriptive literature and 
salesmen’s catalog pages on the “reenlee Line 
Greenlee Tool Co.. 1844 Columbia Ave., Rockford. tl! 
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H. Crosby, H. J. Gough, W. ¢ 
Mainwaring, C. W. Nash, W. A. Wil- 
liamson, C. E. Woolgar and A. Mc- 
Donald. A. E. Grauer, president of the 
B. C. Electric Railway Co., has been 
named honorary president. G. L. Has- 
zard, purchasing agent, B. C. Electric 
Co., has been appointed honorary 
treasurer, with H. Horsman, E. B 
Horsman & Sons, honorary secretary 
Richard Hall, illuminating engineer 
ing, B. C. Electric Co., 
secretary-manager of the league 


continues as 


MILW AUKEE—The 
Home Show was recently 
by the Electrical League of Milwaukee 
Exhibits included displays of complete 


28th Annual 
conducted 


electric kitchens and laundries, latest 
appliances, television and radio. Also 
featured was an all-electric home 
Chairman of the show committee was 
B. D Stolzman, who was assisted by 
A. L. Nelson, H. Voit, Hugo Pieper, 
I. L. Illing and N. C. Christopherson 
SALT LAKE CITY 


with supervisory problems in organ 


A class dealing 


ization and management was recently 
conducted by the Intermountain Elec- 
Assn. The 
weekly for six 
structed by Walter Schulze 


trical class conducted 
weeks, was in- 
teacher 
coordinator in business and distrib 
utive education, Salt Lake City schools, 
education 


adult department. The 


number enrolled in the class was 
limited to 25 persons, and Ken Brady, 
IEA education 


was in charge of arrangements 


committee chairman, 


WASHINGTON - 


concentrated FM sales campaign was 


A month-long, 


recently conducted here by the Electric 
Institute of Washington. Selling facts 
in the campaign were supplied by the 
Assn. of 
Radio and Television Broadcasters 


Institute and the National 














1455 SPRING GARDEN AVE., 
PITTSBURGH 12, PA. 





MERCURY VAPOR... 


OUTDOOR FLUORESCENT 
POST & WALL LIGHTS 


Write todey fer free, 
illustrated booklet 
showing complete 

line of fixtures, 
including. full 


technica! dete. 
4 


Distributed only 
through better electrical wholesalers. 


GREAT NORTHERN 
Manufacturing Corps 


HAR s 











When Life's at 
Stake Kely on... 


Show the familiar Klein trade- 
mark to the old-timer on the 
pole and he'll tell you—“‘that’s 
the equipment I've been using 
ever since I was a grunt.” 
Yes, workmen just naturally 
feel safer when the equipment 
is Klein—recognized for qual- 
ity “Since 1857.” 
ASK YOUR SUPPLIER 


Foreign Distributor: International 
Standard Electric Corp., New York. 


Write for your free copy of the 
Klein Pocket Tool Guide today! 


ELMONT AVE ..CHICAGO 18. itt 


0K EINES 


MORE FACTS 
ON PRODUCTS 


Two new bulletins have 
recently been issued by Cannon Elec- 
tric Co., 


Connectors 


Los Angeles. One, containing 
ten pages, covers the company’s ex- 


perimental switchboard and laboratory 
> 


cord connectors, while the other, 
pages, covers the firm's electric battery 
connector series, used mainly for con- 
necting and disconnecting — starting 
equipment. Both bulletins can be ob 
tained from the Cannon Electric Ad- 
Dept, Box 75, 


Heights Station, Los Angeles 31 


vertising Lincoln 
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TV Lighting Guide—The benefits 


of preper lighting while watching 
television is stressed in an eight-page 
educational pamphlet, “Listen to Mr 
Tee-Vee, 


by the television committee of Edison 


which has been produced 


Presented in comic 
book style, the pamphlet gives hints on 


Electric Instirute 


proper lighting and proper viewing 
distance, and contains a full page 
showing interference patterns which 
do not require a service call to elimi- 
nate. The pamphlet is available for 
$2 per 100 copies in lots of 100 from 
the Edison Electric Institute, 420 Lex- 
ington Ave., New York 17 


When writing ELECTRICAL WHOLESALING 


Miniature Hundreds of 
types of miniature lamps and their ap 


Lamps 


plications are listed and illustrated in 
a new 36-page catalog. The three-color 
catalog points out that each lamp has 





WANTED 
LIGHTING SALES ENGINEER 


Now calling on electrical supply 
houses to represent manufacturer. 
SOUTHEAST AND SOUTHWEST 
TERRITORIES OPEN. Full line of 
fluorescent, slimline commercial 
and industrial fixtures. Outdoor 
fluorescent post and wall lights. 
Mercury vapor lights — fluorescent 
lighted, one piece, deep drawn 
medicine cabinets. Give full infor- 
mation, experience, lines carried. 
Replies confidential. 
RW 3814 Electrical Wholesaling 





520 N. Michigan Ave., Chicago 11, lil. 








a 7utal ot the Wat 
and “hui 
‘Val 


IT’S LOCKED! 
NEW 


Turn-lyte Wf 


INTERLOCKING |, 


Got a wire connection problem on indus- 
trial equipment? New TURN-TYTE Cord 
Connectors, Caps and Receptacles are 
your answer! 


Slight turn locks them TIGHT! 
TURN-TYTE 2-Wire Armored Cord 
Connector Body. Two pieces of molded 
bakelite, with armored base and cord 
clamp. Bronze contacts coated to resist 
rust and corrosion. Available in 10-15 
amps. (#2100) and 20 amps ( # 2200). 


... theyre fully INTERCHANGE- 
ABLE with other makes! 
TURN-TYTE 2 Wire Armored Cap 
with cord clamp. Bakelite with brass 
blades. Available in 10-15 amps (# 1206) 

and 20 amps (# 1226). 
SOLD ONLY THROUGH 
LEADING WHOLESALERS 
For more information on these and other 
new TURN-TYTE devices plus details 
on how you can sell this profitable new 
line, write today 
Also Available: 3-Wire, Polarized and 
Grounded. 10-15 Amps and 20 Amps. 
IMMEDIATE DELIVERY! 


* RODALE 
MANUFACTURING CO., INC. 
EMMAUS PENNSYLVANIA 
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CJiSF ip Line 


TROUBLE AND MONEY 


woopD 
BORER 


Bores holes in high, 
low, & hard-to-reach 
places. Available as 
attachment or com 
plete with '2” drill 





Jiffy SAW 


Cuts wood, sheet 

metal, pipe, plaster, 

etc. Easy to attach to 

V4" ot 5/16” HS drill moto: 
Write for full details. 


ClydeW Lint 


Dept. 36,1144 


Chicago 7, tlin 





ewe by wenee 
OKONITE and 
MANSON tapes 
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been designed to fit a specific applica 
tion, and gives vital statistics, includ 
ing size, life, voltage and cost of each 
lamp. In giving the various uses for 
the lamps, the catalog covers a range 
of fields including aviation, marine 
medicine, toy trains, appliances and 
many more. It is available from Gen 
eral Electric Lamp Division, Nela 
Park, Cleveland 
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Propeller Fans—Thirty fan types in 
over 300 sizes are described in a cata 
log, price sheet and engineering bul 
letin just issued. The propeller fans 
described are suitable for ventilation 
and comfort cooling in industrial, com 
mercial and residential applications 
Specifications, dimensions, installation 
diagrams and product photographs are 
included, as well as information on 
the proper selection and installation 
The literature is available from Chel 
sea Fan & Blower Co., Inc., Plainfield, 


N. J 
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Electric Appliances—Selection, op 


eration, care and use of electric home 
appliances are described in a recently- 
published %36-page teaching aids 
handbook. Called, ""The Electric Home 


| Appliances Reference Manual,’ the 


booklet tells how to select the models 
best suited for family needs and gives 
procedures for the care and use of 
appliances for efficient operation and 
longer life. All types of available home 
appliances are discussed. Basic elec 
tricity, its distribution and measure 
ment in the home are explained in 


} simple, non-technical terms. Essentials 
| of good wiring are outlined, and the 


SOURCE 


REFLECTORS 
RECESSED 
INCANDESCENT 
BOXES 

VAPOR PROOF 
UNITS 
FLOODLIGHTS 
MATERIALS FOR 
ELECTRICAL 
CONSTRUCTION 





14 
INDUSTRIAL 
TYPES 





35 
COMMERCIAL 
TYPES 











HARRY J. KAHN 
ELECTRIC SALES C0. 


564 W. ADAMS STREET 
Chicago 6, IIlinois 


A Sales Organization 
Representing Electrical 
Manufacturers 


© 5 SALESMEN COVERING 
MIDWEST AREA 


© .WAREHOUSE FACILITIES 





10 
RECESSED 
TROFFER 
TYPES 











The Spero Elects 
CORPORATION 


18222 LANKEN AVENUE 
CLEVELAND 10, OHIO 











TOPS IN 
tere} Tey ite.ve 


_FLOODLIGHTING 


STONCO 
ISLAND-AREA LIGHT 


Use with or without cluster lights 
—add lights at any time. ivo 
splice box or other accessories 
needed. Cluster lights screw into 
pre-tapped, built-in cast alumi- 
num bonnet. 


You save at least an hour's wir- 
ing time when you install or add 
cluster lights. Removable front 
cover makes wiring and splicing 
easier and speeds up entire job. 
All wiring fully enclosed. 


20” heavy gauge steel reflector 
finished in vitreous porcelain 
enamel inside and out—available 
in red, white, blue, cream, light 
green and dark green. 


STOP EARLY 
BURNOUTS! 


Cooler lamps have longer life 
Stonco “Cushion-Seal" lamp 
holder assures maximum lamp 
cooling by completely exposing 
the hot-spot filament area to open 
air circulation. Makes a perfect 
weather-tight seal on all lamps— 
long or short—PAR-38 or R-40, 
medium or mogul. Write Stonco 
Electric Products Co., 485 Henry 
St., Elizabeth, N. J 


booklet also points out how a well- 
planned wiring system is necessary to 
achieve the full benefits of electrical 
living. Copies of booklet ICE-0204 are 
available at five cents each from Con- 
sumer Service, Westinghouse Electric 
Corp., Mansfleld Ohio. 
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Connectors—Titeflex, Inc., describes 
its line of electrical connectors in a 
new eight-page, bulletin. 
Charts and diagrams supply additional 
information 


two-color 


Main construction fea- 
tures are also given. Bulletin is avail- 
able from Tirteflex, Inc., 500 Freling- 
huysen Ave., Newark 5, N. J. 
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Lighting Units — Fully-illustrated, 
two-color catalog describes manufac- 
turer's line of commercial, industrial, 
school and residential lighting units. 
It includes fluorescent, Slimline and 
Circline fixtures. The 32-page catalog 


is available from the Great Northern 


Manufacturing Corp. Harrison St., 


Chicago 24 
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mention 


Aluminum Connectors—A 42-page 
“Thomas & Betts Method 
Compression Joints for Copper and 


catalog, 


Aluminum Cable,” shows new alumi- 
num connectors as well as copper fit- 


| tings. Featured are lugs now designed 
| for the new, small diameter, armored 


Navy cables, types DSGA, TSGA and 
SSGA; terminals for aluminum air- 
craft cable, and lugs for ordnance use 
Also shown are the one-hole and two- 
hole lugs, two-way and three-way con- 








SPECIALISTS dhvee 
F Lu x 


for 


SODERING 
BRAZING 
WELDING 





L. B. ALLEN CO., Inc 
6701 BRYN MAWR AYE 
CHICAGO 31, ILL 





GREAT 
WESTERN 


“RENEWABLE” 
LAG FUSES 


Customers want these 
fuses with 
“Nine Lives” 


Great Western “Renewable” Lag Fuses 
are designed to last longer . . . to give 
better service. This means fewer fuses 
used over a given period of time... a 
definite saving in copper and brass. 


Great Western 
PROLONGS FUSE LIFE 
because 


Tougher materials give 
heat dissipation. 

Extra heavy fibre cases and sup- 
porting bars give better support 
to links. 

Quickly removable ends — mean 
easier cleaning and better oper- 
ation. 


better 


Tell your customers about these Great Western 
features. Help them beat shortages and save 
money by getting the fuse with the longest 
life! For complete information, contact our 
representative in your vicinity 


im THE BEST FUSES MONEY CAN BUY 


GREAT WESTERN 
FUSE DIVISION 


Titeflex, Inc. 


500 Frelinghuysen Ave., Newark 5, N. J. 
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SWIVEL U-BOLT 
CONNECTOR 


is designed to do just that... 


No Removable Parts 
Easily and Speedily 
Installed 


Sturdily Constructed 


MEET ALL REQUIREMENTS 
85% Copper Alloy © Ample Strength 
High Conductivity © Unaffected by Vibration 
Moisture Resistant 
Sizes Up to 1,000,000 CM. 


Approved by Engineers 
Specify K&H for YOUR Next Job 


For More Detcails, Sizes and Prices 


WRITE FOR CATALOG 5LC 


KRUEGER & HUDEPOHL 


236 VINE ST * CINCINNATI 2, OHIO 


MINERALLAC 2-HOLE 


PIPE STRAPS 


For Heavier Loads! 


Designed for use on loads 
too heavy for one-hole 
Jiffy clips. Made of all 
new zinc plated tempered 
steel to give strength and 
rigidity enough to support 
heavier pipes, cables, 
conduits, etc. Avaliable 
in sizes to fit pipes and 
conduits from %-in. to 
1-in. Can also be had 
in Everdur, copper, brass 
or aluminum. 


Send for literature and prices 
Specity MINERALLAC Sivacs susmees 


MINERALLAC ELECTRIC COMPANY 
23 N. Peoria St., Chicago 7, Illinois 


MINERALLAC 
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nectors, taps, upright lugs, and special 
terminals for cables from No. 8 
through 2,000 MCM. A table shows 
government stock numbers and equiva- 
lent Thomas & Betts catalog numbers 
Several pages are devoted to the hy 
draulic installing tools which develop 
pressures up to 20 and 40 tons. Copies 
are available by sending requests on 
your business letterhead to The 
Thomas & Betts Co., Inc., 20 Butler 
St., Elizabeth, N. J 
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Sample Boards— Selected electrical 
distributors may obtain sample boards 
displaying wall plates manufactured by 
Arrow-Hart & Hegeman. The wall 
plates, available in brown Bakelite and 
Ivorylite, accommodate single, duplex 
and multiple wiring devices of both 
regular and interchangeable types 
More complete information on the 
sample boards may be obtained from 
the Wiring Device Division, The 
Arrow-Hart & Hegeman Electric Co., 
103 Hawthorn Sc., Hartford 6, Conn 
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SELLING 
ORGANIZATION 


We are interested in representing manu 
facturers of electrical component production 
parts or complete finished products or lines 
If it is required to stock merchandise to 
do a better selling job we have exceptional 
warehouse facilities as well as the capital 
to handle any proposition. 

We offer complete coverage of wholesalers 
and manufacturers in New York City and 
Northern New Jersey and can give national 
coverage if such is desired. Our factories 
know of this ad 


RA 3861 Electrical Wholesaling 
330 W. 42nd St., New York 36, N.Y. 





PORCELAIN 
INSULATORS 


Fit all your customers needs 


Universal Insulators have uniform 
density of body, high dielectric and 
physical strength, resistance to tem- 
perature extremes, moisture, fumes, 
smoke and most acids. Here are 
the insulators that put Quality First. 


® 
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MR. MANUFACTURER 
We want fo sell for you! 


Sales agency covering Ohio seeks 
additional electrical lines sold 
through wholesalers 

2 Salesmen 
We'll give you complete sales and 
engineering coverage. 


Many years of experience. 


THE POWERS AND POWELL CO. 
216 Auditorium Building 
Cleveland 14, Ohio 











THE UNIVERSAL 
U0). 


CLAY PRODUCTS CO. 


1549 EAST FIRST ST. 
SANDUSKY, OHIO 








1S YOUR 
SWITCHBOARD 
OVERLOADED? 


HERE’S A QUICK AND 
ECONOMICAL SOLUTION 


Sel, Powered 


ELECTRIC 


TELEPHONES 


@ Easily, quickly installed at con- 
stantly called locations. 

@ No batteries; no outside power 
source. Rings like ordinary telephone. 
Clear, undistorted speech. 

@ Built to standard telephone speci- 
fications for day-in, day-out service, 
yet costs less than many intercoms. 
@ Very low current, hence no spark 
hazard 

@ Available as self-contained hand- 
sets . . . station to station intercom 
(up to 12 stations) .. . with bell or 
visual signal, also with relay for 
operating standard gongs, horns, 
lights 

Write for further details. Or contact 
Allied Radio or your nearest G. E 
Supply, Westinghouse or Electrical 
Jobber. 


™ WHEELER 


INSULATED WIRE CO., Inc. 
Division of the Sperry Corp. 
1105 EAST AURORA ST. 
WATERBURY 20, CONN. 


ADVERTISERS’ INDEX 


Acme Electric Corp. 
Adam Electric Co., Frank 
Advance Transformer Co. 
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EVERY TAPE 


PACKED INDIVIDUALLY 
One 66-ft. roll, 3/4,” wide 
in single pocket-size metal 


can. 


The result of more than fifty years 
of manufacturing integrity . . . truly 
the perfect pedigreed tape . . . sold 
in counter display cartons, indi- 


vidual boxes and ten-roll dispensers. 


TOUGHER, FASTER, NEATER 
FOR EVERY TYPE OF JOB! 


COUNTER DISPLAY 
FOR THE DEALER 
Contains 18 rolls, 


one-half inch wide 


CONVENIENT FIVE-PACK 


Five 30-ft. rolls, 34,” wide 


i 
in handy container 


THE LARGEST SELLING TAPE 
IN THE WORLD — Because 

@ It will not dry out 

@ It won't ravel at the edges 


@ It exceeds all spe ifications 


Sold Only Through Recognized Wholesalers 


PLYMOUTH RUBBER COMPANY, INC. 


Established in 1896 


CANTON, MASSACHUSETTS 





MORE FACTS 


to help you get results in selling fuses 


Sometimes we all overlook the truth of the 
statement that “results are the only thing 
that count”—yet isn’t it obvious? 


No matter how many good reasons we 
point out or how many graphs and charts 
we show—how can a buyer really know that 
a product will “deliver the goods” unless 
he has actually tried it himself or has rec- 


ords of somebody else who actually put the 
produce to use. 





That's why specific instances such as 
the one shown here are powerful sales 


Is. Th ive actual names, dates, an 
We WIPED OUT NEEDLESS ohaets teak san Snel Se deoiieed wb on 
FUSE BLOWS IN A 


Such specific instances are not mere 


y osgeeel be << give somebody’s 
H ideas and beliefs. They say only WHAT 
1200 Amp. _ par” ACTUALLY OCCURRED under ACTU- 
and stopped production 


AL OPERATING CONDITIONS. 
ccurring 2 oF 3 times @ week." 
been occur 


This is the important point—and it 
he with a grounded Neu, can be used with telling effect in selling. 
> rere switch W! le the loa 
“We have a 1200 a “ system. 1° handle 
phase sys 


600 ampere When you use these specific in- 


stances in selling FUSETRON dual- 
3 two of ~ 
cave us a lot of crouble yee Awd element Fuses you are backing up your 
“These tui week. Each blow meant story about all their money and time 
pret oy in production. cwo months ago, We saving features with the strongest 
{ny the early par of May, shclement fuses. a proof possible—next to the prospects’ 
. usetron ve - ys . 
decided to try out FU ‘ed out needless fuse blow own personal experiences. 
“These fuses completely wine’ ‘sliminated the costly P P 
and what 15 more imports . 


p sles.” 
tions of operating schede 
interrup 


tam Hartel Crs ONE MORE FACT 
ne AS rates 


220 volt, ed two 
, our 2ek anit we us 
? a roximately 1000 amperes, 
of app 7 


fuses in parallel. 


The BUSS representative in your 
territory is always ready to help you 
One needless shut- 


by supplying literature about FUSE- 
Jown—a lost motor, D rit Risk Losses TRON or BUSS fuses or by giving 
a destroyed switch — or Your Plant you whatever personal help he can 
may cost he other { 
replacing 


—so why not put him to work—he'll 
faves with Fusetron be glad to have you call on him. 
tuses. 


rt Circuit, 
Fusetron Fuses Provide Not Only Sho 
“wv 


" co. 


DIVISION McGRAW ELECTRIC COMPANY 


ANOTHER 
OUTSTANDING 


DEVELOPMENT 
BY THE MAKERS OF 


BUSS FUSE 


FOR INSTALLATION THROUGHOUT THE ENTIRE ELECTRICAL SYSTEM 





